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Can You Sell Your Advertising 


Heydays for Soda Pop 


to Your Salesmen? 
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IT’S THE PROS THAT DELIVER TODAY! 


's market, it’s the professional sales pitch that produces the business. The man who knows his product, 
customers and watches his sales signals wins the close ones. 


With Jam Handy training aids you can keep your team in top form, professionally conditioned for every opportunity, 
with lucid explanations of your product or services and visual proof of your superiorities. Jam Handy motion pictures 
et you review selling fundamentals interestingly, let you show salesmen how to put new stuff on the ball. 


w, consistent with quality. With Jam Handy One-Stop Service, one organization, one briefing, one 
es it all. For consultation call 


LIKE IDEAS 


7é VAM HANDY (7 


CTs 


‘ ‘ . t LM e TRAINING ASS AN{ 
CALL NEW YORK, JUdson 2-4060 HOLLYWOOD, Hollywood 3-2321 


rt 
DETROIT, TRinity 5-2450 DAYTON, ENterprise 62 


PITTSBURGH, ZEnith 0143 CHICAGO, STate 2.6757 


Mr. Sales Manager 


are you sure 
your advertising 
reaches the men 
your sales force 
must see to sell? 


When you pick a publication to carry your advertising you 
can use a number of standard yardsticks—size of the market, 
circulation audits, audited SIC breakdown, if available, etc. 
But then you come to the most important question of all — 
how do you know whether your advertising is actually going 
to reach the worthwhile plants in the market and the men 


within them who can specify or buy your product? 


Mill & Factory advertisers know... 


...they know because MILL & Factory Franchise Paid 
circulation is built by the very salesmen who sell the products 
used in production and maintenance engineering throughout 
industry. /t’s as simple as that! 


PRODUCTION 


ENGINEERING 


MAINTENANCE 
ENGINEERING 


Mill & Factory is the only publication edited 100% for the men 
known to be directly responsible for the methods, the equip- 
ment and the supplies used in production and maintenance. 
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The “buy-it-and-get-things-done” men 


The readers of MILL & FAcTorY are man- 
agement, to be sure. But they are not admin- 
istrative management, concerned with broad, 
over-all operations such as administrative and 
financial problems, pension plans, insurance, 


plant location, etc. 


No, the readers of MILL & Factory are the 
men in charge of that all-important twin func- 
tion— production and maintenance engineer- 
ing. They read MILL & Factory because it 
is the only publication that serves this inter- 
related area of manufacturing responsibility 
throughout industry. 


Check this out yourself 


Pick up a current issue of MILL & FACTORY 
—leaf through its practical editorial material. 
Here are Case Studies of actual sales by the 
industrial distributors’ salesmen who build 
MILL & FacTory’s circulation. Each study 
describes the problem; tells how the salesman 
helped solve it. You'll quickly be able to 
visualize the type of men who read MILL & 
Factory. And you'll see why they are the 
men who specify and buy the metal-working 
equipment, the materials handling equip- 
ment, electrical power and transmission 
equipment, lubricants, steam specialties, etc., 
that are used in production and maintenance 


engineering. 


If you sell to industry, whether direct or 
through distributors, these are the same men 
your sales force must see to sell . . . these are 


the men who read MILL & FACTORY. 


Serving production and 
maintenance engineering— 
the men, regardless of 
title, industrial salesmen 
must see to sell. 


Mill & Facto 


A Conover-Mast Publication IN BP 
205 East 42nd Street, New York 17, New York 


HOW TO WIN FRIENDS 
AND INFLUENCE SALES 


by 
Bert Ferguson 
Exec. Vice-President, 


WDIA 


How does WDIA dominate the 
Memphis Negro market? WDIA, only 


50,000 watt st: in the area, was 

radio station in the region to 
program exclusively to Negroes. Its all- 
Negro staff combines powerful pet 


if ll 
1 , } 
sonal appeal with high-powered sales- 
mancshin 
lansnip. 


And what a market WDIA covers! 
WDIA reaches ind sells 237,686 


WDIA’s big 
e earned $616,- 


of this income 


B. C. HEADACHE REMEDY 
FORD MOTOR COMPANY 
LIGGETT & MYERS TOBACCO 
COMPANY .. . PROCTER & 
GAMBLE ...TAYSTEE BREAD. 


how WDIA can 


It's A Loyal Market! 
And M:. mphis Negroes lis- 
ten first and foremost, to 
WDIA! In the March-A pril 
1958 Nielsen Station Index, 
Sunday thru Saturday, WDIA 
totaled up an overwhelming 
52% more rating points than 
the next-rated station! Here's 

how they ranked: 

Total Rating 

Station Points 

528.2 

337.1 

284.1 

278.8 

137.4 

101.3 

sta.G 74.1 


W DIA is represented nationally by 
John E. Pearson Company. 


EGMONT SONDERLING, President 
HAROLD WALKER, Vice-President, Sales 
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HIGHLIGHTS 


CAN YOU HELP THE PROBLEM DRINKER? 


“Alcoholism . . . has become one of the gravest occupational 
hazards of American business. And salesmen are especially sus- 
ceptible to it,”” writes Louis Cassels, Washington feature editor 
for United Press International, in this biting and informative 
report. And if you think maybe you are having “one too many” 
over lunch, try the test for possible alcoholism. 


A FARMER BUT GAINED A CUSTOMER...” 


That’s the marketing picture at F. E. Myers & Bro. The 
number of farmers decreases and farms grow larger. The result 
is not only more realistically potential customers, but more 
farmers who need and can afford farm equipment. And, with 
farm income in one of its best positions in years, Myers is count- 
ing on the sale ot power insecticide sprayers to begin a drive 
that is planned to double sales within eight years. 


REDUCING THE NEW MARKET RISK 


If you sell through dealers . . . or through your own stores: 
1) Pick a yardstick proved by sellers of consumer products. 
2) Use national data, even though you sell only in a region, to 
avoid pitfalls in inadequate, isolated regional surveys. This is 
the experience of Foy Paint, which has quadrupled the number 
of company-owned paint and wallpaper stores in six years. 


NO PRODUCT TO SELL, LEND PROTOTYPE 


McKiernan-Terry Corp. was developing a new product—a 
$15,000 diesel pile hammer. But the selling season came and 
McK-T had no salable hammers. So they loaned out eight 
prototype models to customers until the perfected product be- 
came available. Result: ‘They won a share of the diesel market 
months before the new hammer was ready. 


= Audit Associated National - Magazine 
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Circulations ” Publications Publications Association 


SALES MANAGEMENT, with which Is incorporated PROGRESS, is published the first and third on | ot 
every month, except in May, July, September and November when a third issue is published on the tenth of 
the month. Affiliated with Bill Brothers Publishing Corp. Entered as second class matter May 27, 1942, 
at the Post Office, East Stroudsburg, Pa., under the act of March 3, 1879. Publication (printing) offices, 
34 North Crystal St., East Stroudsburg, Pa. Address mail to 386 Fourth Avenue, New York 16, N. Y. 


SALES MEETINGS, Part II of Sales Management, is issued six times a year—in January, March, May, 
July, September and November. Editorial and production offices: 1212 Chestnut Street, Philadelphia 7, Pa. 
WaAlnut 3-1788; Philip Harrison, Publisher; Robert Letwin, Editor. 
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HEYDAYS FOR "SODA POP" 


How big is the soft drink industry? Maybe bigger than you 
think. Almost two billion gallons of “soda pop’ were consumed 
in the U.S. last vear, 214 cents of each consumer food dollar 


> . ae 1? with 
was spent on soft drinks—a gain of 150% during the past 12 


vears. Why the growth ? Population Increases and outdoor KLEEN*STIK 
living trends have helped, but most important are what the 


manufacturers have done and are doing to increase sales 


reported on page... 


CAN YOU SELL YOUR ADVERTISING TO YOUR SALESMEN? 
Prudential Insurance realized it’s hard for salesmen to admit, 
ven to themselves, that anything so fleeting as an ad can do 


to close a sale. By informing salesmen of coming ad 


v, by fIVINgG them ad-related ales aids through am 


] 
I 


} } 


h shows salesmen tl 


ie relative worth of advertisl IDEA NC 


changed the fear salesmen have tot Ham Can Be Beautiful... 

when it’s Hostess Ham, that is! 
As part of a recent promotion to 
“glamorize’’ their product, famous 
Chicago packer Swift & Company 
“cooked up” this tasty P.O.P. di 
play to hold a pad of appetizing 
ham recipes. Handsomely printed 
in four colors on bright Silver Foil 
Kleen-Stik, it’s easy for retailer or 
salesman to put up with a quick 


peel-and-press on walls, showca 


CONTENTS 


Advertising 
Why Shell's Local Men Check Ads 


Can You Sell Your Advertising to Your Salesmen? 


a in stores everywhere 

ixe design and artwork were 

ithin the Swift organization. 
Cause for applause! 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Industry Roundup 
Heydays for Soda Pop Outstanding 


P.O.P. ideas 


Introducing New Product Featuring the World’s Most 
How to Win a Share of the Market Before You Have a Product to Sell Versatile Self-Sticking Adhesive! 


Leadership 
Can You Help the Problem Drinker? 


Market Development 
"We Have Lost a Farmer, But Gained a Customer!" 


New Focus Brightens Lighting Sales Picture 
IDEA NO 


SHE Sane Flyin’ High with VINYL-STIK 
Kids Know What They Want, Too Ohio’s private pilots now get recog- 
nition for safe flying with this 
“Flying Green Cross’” emblem 
developed by C. E. A. Brown, Chief 
of Ohio Division of Aviation. 
How to Reduce the Risk When Entering New Markets Mounted on the plane’s door or 
window, it shows accident-free mile- 
age by the colored star inset 
Weather-resistance was a “must”’ 
Sales Meetings so Brent Brown, prexy of Brown 
" " ° ° ‘ , & Gage. Ine., Cleveland, silk- 
News" Technique in Sales Movies Helps G-E Sell 28 Product Lines screened ’em on weatherproof 
Vinyl-Stik. Goes on easy with a 
peel-an’-press . . . stays on tight 
thru wind, snow, rain, or heat. 


DEPARTMENTS AND SERVICES You'll rate applause from deal- 


ers, salesmen, customers—by 
Adverteaty: ines 97 Marketing Pictograph | Wee: dies saree sageian pabanen, 
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Editorials 7 ‘Scratch Pad recipes! 
Executive Shifts 52 _ Significant Trends 
Humen Side 54 They're in the News KLEEN-STIK Products, Inc. 
Letters 25 Today's Advertising Pioneers in Pressure-Sensitives 


for Advertising and Labeling 


Worth Writing For 88 7300 W. Wilson Ave. ® Chicago 31, Ill. 
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WT. 


You Sell Your Product 


You Buy the Premium! 


CARVEL HALL TAKES THE GUESSWORK OUT of incen- 
tives! Imagine making an incentive offer to your customers, 
dealers or salesmen without laying out a single penny, with- 
out ending up with a roomful of unused and, to you, useless 
premiums! 


CARVEL HALL’S EXCLUSIVE TOTAL HANDLING plan 
makes it possible for you to sell your product—then buy the 
premium. No overbuying, no excessive sales costs. Here’s 
how it works! 


SELECT EXACTLY THE PREMIUM YOU WISH from any 
of the many top quality Carvel Hall Products. (A survey by 
Sales Management revealed that of all brands and products 
offered as gifts, “Carvel Hall ranks among the 10 best liked.”’) 


MAKE YOUR OFFER—WE TAKE OVER! With every offer 
you enclose a coupon or other proof of purchase. This is 
sent to us. We send the incentive offer. You are billed only 
for the actual number used! 


CHOOSE NOW FOR TOP SALES from 
any of the world-famed Carvel Hall 
products: Leisure stainless tableware, 
Carvel Hall kitchen cutlery, steak knives 
and carving sets, and electric sharpeners. 
Or, if you prefer, we will custom-create 
a dealer incentive for you. Write today 
for complete details. 
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CRISFIELD, MARYLAND 


PUBLICATIONS 


if you re in business for this 


COME AND GET IT—in Milwaukee where bank savings deposits 
on June 30, 1958 were UP 22% over the same date a year ago 
Apparently there’s plenty of money here because bank check 
transactions were also UP 2.2% erm in the first five months 
of 1958 over the same period a year ago. Check transactions 
averaging over $70 million a day indicates a lot 


of buying, and The Journal’s economical one-paper 


coverage includes practically all the buyers. S32 


THE MILWAUKEE JOURNAL 


National Representatives, O'Mara & Ormsbee, Inc 
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Ct Rail Fare Zoo Birds Desert Winter Quarters for Outdoor Living Youth Terms _The Evening Bulletin Thursday, May |, 1988 . ae 
W id l ene : : Confession lie Frankford Woman and Stepdaughter Both Have Sons 
ou eave }; Teo , fe deed 


Dri C Id ‘ . Rwem Takes Stond 
rivers LO In His Murder Trial 
Survey Shows Plan 
Would Drow Riders 
From Moss Tronsit 


By JOSE M Gl hss 


Neighborliness is a reason why 


in Philadelphia nearly everybody reads The Bulletin 


Greater Philadelphia is unique. It’s both a Bulletin. Their sales messages are read by 
modern metropolis and a collection of proud the entire family in the home, where decisions 
little communities, where families live as old- to buy are made. Philadelphians like The 
fashioned neighbors. Bulletin. They read it, respect it and respond 


: 4 to the advertising in it. 

These folks look to Philadelphia s home 
newspaper—The Evening and Sunday Bulle- The Bulletin goes home... delivers more 
tin — hee rae at combines the contents of . copies to Greater Philadelphia families 
hig city daily with a complete coverage of 
: ‘ bag? every seven days than any other newspaper. 
ne ishborhood news. The Bulletin is a wel- P, zi . 
come family friend, invited into the home {dvertising Offices: Philadelphia + New York + Chicago 
dav after dav. Representatives: Sawyer Ferguson Walker Company, 
Detroit * Atlanta * Los Angeles * San Francisco 
No wonder advertisers get results from The Florida Resorts: The Leonard Company, Miami Beach 


The Bulletin publishes the largest amount of R.O.P. 
color advertising in Philadelphia—Evening and Sunday! 


fons 


‘Uld-Fashion Kules Hamper May hue of the FEM wt wpe SHO 
Railroads, Fisher Says a 


Constable Guilty 
in °255 Fraud 
Wedding ring. found by « neighbor after being let 
. for 30 years, & placed on bis “bride” of 45 years by 
Charles (Chad) Pry i their Spring City home 
Le ler Tit? Cranral 10 
moo FM 


that he passed aff teete When 

¢ Reading's » t tried to ge As an Bustration two broth 

125th « sary Ife address, back im Decensher, 18, Sxte »t ha » festerday, ers. aged ten and 12. who « few 

a - The Resting Meritage 1803 ept puttng aim off saying be u tit 6 weeks ago tertoriied a teen in 

A m to 1908” traced the history of would get the money fram « and 5 | e Ottahoma in « shooting epree] | 
Company mumbere writer i 


hh Century, be seed, the © that Weft one dead and ter 
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EDITORIALS || N00 
a 
lt Takes More Than a Slogan mes 


o a man, the automobile is almost as personal as a woman. So 
the death of Packard this fall, so far unannounced by Studebaker 
Packard Corp. but regarded as a fact, will cause a sad feeling to 


well up in many a man over 40. 

‘Ask the man who owns one!” was a mighty Packard slogan for 
many years. "The man who had arrived was flattered into believing 
that the envious hung on his every word of approval for his Packard. 


Those who aspired to the finer things were supposed to do the asking. 


But it takes more than a slogan for any product to survive and 


prosper. Packard clung to its reputation during the 1929-1930’s 


depression as a builder of luxury cars. Then Packard brought out Every day in the year 
a car priced reasonably close to the Ford and Chevrolet. Plymouth 
was barely a factor then. The new low-priced Packard was a $120,000,000 worth of 


momentary hit, but the luxury car buyers were saddened that they 


had lost their proud status as Packard owners. original, non-routine pur- 
It is ironic that Packard’s dying days coincided with the rise of chases are ma d p by 


the luxury product market to almost mass size. The old middle 


income group moved to a new and much larger class group. The American Industry To 


low income people moved in a spectacular way to the middle income 


group. But Packard had little more than its slogan, “Ask the man locate sources of supply 
who owns one!” as an appeal to this big new group. 

Packard has demonstrated what the lovers of nostalgia forget: a for this vast demand, pur- 
slogan is no substitute for a sound production-marketing program. A h , f t 
slogan is no more important to a total program than a single adver- C aS| ng m e n re er 0 
Tere me : Ss Sead : 
tisement, if the remainder of the program is non-existent or weak. Th R t 70 000 

, ound ancieas omas Register 70, 

“Somewhere West of Laramie” is classed as one of the all time Ti D 
great advertisements. Under that headline and the sexy drawing is mes a ay. 
copy that “sings.” But where is the Jordan [the automobile] which 
it extols? Old man Jordan, who wrote that piece, was a great TR produces consistent inqutir- 
wordsmith, but obviously the public was less taken with his cars than des for euitues aducctl 
the mushy advertising historians were (and still are) with his copy. fe consistent advertisers 

— ‘ 
- a 7 AT LOWEST COST! 
Neither a good slogan nor a fine piece of advertising copy can 


rescue a product not suited to the market. Today the younger people : 
call this the marketing concept. A generation ago it was described AS REGISTER 
as horse sense. 

461 EIGHTH AVENUE 


NEW YORK 1, NEW YORK 
Telephone OXford 5-0500 


Individual Choice in Mass Output 


It seemed a fine idea only a few years ago to make all competing 
products almost Chinese copies of the most successful make. The 
most slavish imitators have been the auto makers. But now the 
imitators appear to be getting back their courage to be different. 


Ford, for example, bet $50 million on its four-seater Thunderbird 
—and it has been a runaway success since it was introduced in the 
middle of the recession last February. What other auto plant is 
working a six-day week? And where will you find buyers laying 


J" Saaiatas Sota! BLE ) 
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Saginas 
Feeding Business 


Look 


what they’re saying 
about Saginaw 


Prive 


+. Buving P 
* : Vitamins 


The Saginaw market, strong, full of vim 
and imagination, hits the “Prosperity 
Spotlight!” Yes, here is a community that 
refused to hear the prophets of doom, 
refused to let a recession lick it ...a 
community that has engaged in its own 
“Operation Bootstrap’”’ to overcome locally 
a slump that was putting fear into the 
business heart of the entire nation. 


This big, fast-growing market is one that 


Saginaw Con 
- sumers j 
And ‘Having a Ball Doing 


*. 
O@s a0: ane 


WZ Nand 


» tor oF 


nepaynens oftelr® 
= were 
4 anor 
pe guns 


will not “say die,’”’ one that can move 
merchandise even in the face of recession— 
a spirited market in which to sell your 
products. And you can take full advantage 
of this expanding market completely and 
economically through your advertising in 
THE SAGINAW NEWS, where it will be 
seen by more than 175,000 readers—a net 
paid circulation of 50,447*—for ONLY 


21 cents a line. 


* ABC Audit Report for September 30, 1957 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-3401 © William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972, 


A Booth Michigan Newspaper 
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mit $4,500 tor a luxury car that they wait a month to yet and which 
é 


they drive tor the first time when they leave the dealer's parage: 


Che Ford Thunderbird is different! And it appears that at least 
YO,O00 people not many perhaps measured against six million annual 
new car buye will shell out their money for a luxury car and 


dare to be different. 


‘The auto makers, in an effort to win back their position as makers 
of the number one preferred product, promise that buyers will have 


in Opportunity to choose—in 1959—trom contrasting designs. 


“On one hand you will see a pronounced trend toward more quiet 
dignity in automotive styling—by that I mean a ‘Thunderbird kind 
of taste characterized by sculptured cleanness of line,’ says b aa & 
Wright, Ford Motor Co. vice-president and Ford Division general 


Manager. a 99 
“On the other hand,” continues Wright, ‘and competing with Lt \ 1S In Anger 


this school of design, I think you will see some extremeness of design 
exaggerated angles and heavy ornamentation. With these diverse Because all he hears 
offerings, and the many gradations in between, the public will ce: 


tainty have 2 clear-cut chesiee. Is loud blaring music 
en That deafens his ears! 


Music may have charms to soothe 
the savage breast and even some 
The Pros Go to School that are not so savage, but in a 


You are a rare bird if you haven't admitted to yourself over the market the size of Greater Los 
years that vou learned a lot about how to live during the bull sessions Angeles, music can’t hope to 
you had in high Si hool or college. Long attel “school Is over August — 
’8 you can bet that 300 sales executives, who began their studies appeal to every y. 

August 12, will recall some mighty interesting bull sessions at thei: 

sixth annual Graduate School of Sales Management and Marketing It takes variety in programming 

it Rutgers University, New Brunswick, N. J. : 
: to capture and hold the attention 

‘The graduate school was organized and is sponsored by National of all the individual minds that 
Sales Exec itives, Inc. ‘The students are operating sales executives make up the collective market. 
trom all kinds of companies operating in all sections of the nation. 
Che instructors are both operating sales chiefs with a bent for teach 
ing and tamous university protessors. For 36 years, KHJ’s FOREGROUND 
SOUND has had the necessary inter- 


Students and their professors exchange ideas on marketing man 


igement, recruiting and training of salesmen, human relations, sales esting, entertaining and variegated 
orecasting, motivation and marketing research, and they take part programming to deliver listeners 
n workshops on oral and written communications. They indulge in 


} 


, who pay close attention to the pro- 
role playing, taking part, as actors, in realistic situations which depict 


marketing problems. grams of their choice and to the 
commercials as well. 
VW e tip ou hat this vear toa sound idea that WwW I] help us in selling 
to continue our role of leader. " 
Never underestimate the variety 
of tastes that make up America’s 


Second Market. Here is a medium 


Not Hurt Badly Enough programmed to satisfy them all. 


‘The recession was most noticeable on the industrial in contrast 
to the consumer product side. But as late as a month ago a number of 
distributors queried by Louis H. Brendel, merchandising director of 
James ‘Thomas Chirurg Co., a widely quoted authority on distributor 
relations, reported that manufacturers were not exactly breaking 


their backs to help them sell. L]e aneeued 


= . 4 PP . 1313 North Vine Street 
Said one distributor, testily: “You're really a babe in the woods Hollywood 28, California 


if you have an idea that our manufacturers have had an ‘Operation Represented nationally by 
‘Transfusion’ in the deep freeze to be hauled out for the current H-R Representatives, Inc. 


recession, 


AUGUST 5, 1958 


Do you know 
what it is? 


) Mobile by Alexander Calder 
) Radar target for small boats 


) Collapsible sea ancho 


Over 100,000 readers of one Hearst Magazine 


will know what this is...can you guess? 


Americon Druggist » COSMOPOLITAN) SPORTS AE 
- a on 4 
pa F rere 
BN" 6, 


PABL LOLS 
PHCTION 
t 
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Readers of Motor Boating—one of the ten Hearst 
“special interest” magazines—may readily recog- 
nize this object as a small-boat radar target, fea- 
tured in the August issue. It is one of the many 
recent advances for safety on the water. 


By keeping its readers informed of latest develop- 
ments in their favorite family sport, Motor Boating 
enjoys the confidence and loyalty of over 100,000 
boating fans—potential buyers of everything from 
outboard boats to palatial yachts, deck paint to CRUISING » SAILING » OUTBOARDING + AUGUST 1956 - 50¢ 
radiotelephones, and gasoline to a suit of sails. 


By the same token, advertisers in Motor Boating 
find their message surrounded by an editorial 
content that establishes a “buying climate” for 
their products—provides a magnetic course to in- 
creased sales at the local level. 

Reaching prospects... not “suspects” 
What is true of Motor Boating is true of all Hearst 
special interest magazines. Each is edited for a 
particular market—with an intimate understand- 
ing of the interests of that market—whether they 
be fashion, food, furniture or fishing. 

As a result, Hearst magazines pin-point prospects 
—not suspects. Readers are pre-conditioned to 
acceptance of the advertiser’s product—because 
reader and advertiser share a common interest 
and enthusiasm. 

If you want to place your message where the 
interest is greatest — where advertising dollars 
automatically work hardest—remember: Hearst 
readers are already sold—only need to be told! 


How this editorial concept 

helps advertisers: 

¢ Advertising reaches readers in the mood to buy 

¢ Advertising is focused where interest is keenest 

¢ Editorial and advertising work in tandem 
Editorial integrity lends prestige to advertising 
Each magazine is the authority in its field 


Hearst readers are sold—only need to be told! 


C8 gh’ 
the Hh look 
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a good trading center 
is known by the company 
it keeps—this means 
SANTA ROSA, CALIFORNIA 


EBI $67 Millions— 


Retail Sales $77 Millions! 


Why? Because this is a 3 for 1 
market Sonoma-Mendocino 


Lake Counties 


Covered by one great newspaper 


only 


THE SANTA ROSA 
Press Democrat 


SANTA ROSA—U. S. NEWESI 
POTENTIAL METROPOLITAN 
COUNTY AREA! 


Represented by 
Gilman, Nicoll & Ruthman 


CORPORATE CLOSE-UP 


3000 FULL COLOR 
POSTCARDS 


FULL PRICE— 
NO HIDDEN CHARGES! 


This price is all inclusive. Simply send 
us your 4 x 5 color transparency for 
the finest reproduction you can buy! Re- 
sults absolutely guaranteed — delivery 
time about 8 weeks. Price includes 50 
words standard type printed on back, 


@ Quotes on 
longer runs 
by request 


@ Somples 
of work 
gladly sent 


HALO-COLOR 


143 King Street « San Francisco 7, Calif 


Sun Shines Brighter 
With "Operation Daybreak" 


television network 


lhe memo, addressed to “all personnel” ended thusly: “This latest 
giant stride in ABC’s explosive growth is the result of good work 
done by every one of you. We can all take pride in the job we are 
doing to establish ABC in a position of leadership throughout the 
broadcast industry.” It was signed by Oliver Treyz, president, 
\merican Broadcasting Co. Television Network. 


Ihe “giant stride’ he referred to was “Operation Daybreak.” 
Beginning Oct. 6, ABC-TV adds 60 quarter hours per week to its 
daytime programming. Whereas the net’s day schedule now starts 
at 3 p.m., as of Oct. 6, ABC-TV goes on the air at 11 a.m., Monday 
through Friday. A unique arrangement with Young and Rubicam 
advertising agency is enabling ABC-TV to crash into daytime with 
a large block of shows rather than increase segment by segment. 


Under the contract, Y & R clients will purchase 40 of the 60 
weekly quarter hours. It will cost the advertisers around $13.3 
million. As this was written, ABC-TV had sold another $1.3 million 
worth of time. Potential billing is around $20 million. Advertisers 
already signed include American Home Foods, Beech-Nut Life 
Savers, Inc., Bristol Myers Co., Drackett Co., General Foods Corp. 
and Johnson & Johnson (all ABC-TV nighttime advertisers) and 
Sunshine Biscuit (agency: Cunningham & Walsh). 


ABC-TV was merged with United Paramount Theatres, Inc., 
in 1953 on the recommendation of Leonard H. Goldenson, president 
(who this year observes his 25th year in the entertainment business). 
Prior to that merger, which created American Broadcasting-Para- 
mount Theatres, Inc., ABC-TV had been figuratively standing still. 
It didn’t have the money to go anywhere. Since then ABC-TV has 
been working and investing to make itself the third major network. 


And it has moved. Gross billings have increased from $34.7 million 
in ’53 to last year’s $83.0 million. (One informed outsider forecasts 
that ABC-TV billings will “definitely go over $100 million in 
58, possibly up to around $110 million.”) In ’°53 ABC-TV claimed 
live coverage of 52% of U.S. TV homes. Now, with the number of 
TV homes doubled (to 42.5 million), ABC-TV delivers 84.5% 
live coverage and 98.8% live or delayed. (For “Operation Day- 
break,” ABC-TV is guaranteeing 80% live coverage. The annual 
ABC-TV investment in daytime programming will be $10.5 million 
and the week before ‘Daybreak’ breaks the net will begin investing 


$400,000 to promote the new schedule. ) 


It’s well known that ABC-TV has a long way to go before its 
billings reach those of CBS-TV ($239.2 million last year) and 
NBC-TV ($193.8 million in ’?57). And in a recent interview which 
appeared in Broadcasting, Goldenson was asked when he expected 
billings to equal out. He answered: ‘We're gaining in our grosses 
about 35 a year. The others are gaining at the rate of 6% or 7% 
or 14% a year. If we can keep up that ratio long enough, we'll be 
up there. The real breakthrough will come when we more fully 
examine our daytime schedule.” 


Now that it’s been examined and planned, the outsider quoted 
above estimates ABC-TV will reach the competition “between two 
and five years.” 
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: V Best-selling weekly magazine in America 


GUIDE 


The whole family reads TV Guide... 


and they read it every day 


If ever there was a family magazine, this is it 


Just as the whole family enjoys television, they all enjoy 
TV Guide, the one national magazine that covers television 
exclusively and in depth 


And just as they watch television every day, they read 
TV Guide every day. Not only for the program listings, but 
for news, articles, commentary and other editorial features 
on every subject touching television. 


They do this for a reason so obvious that it is easily over- 
looked: TV Guide helps them enjoy television more. 


It’s a good reason ...good enough to have attracted virtually 
one million new TV Guide families every year for the past 
five consecutive years, a record of growth unparalleled in 
publishing history. 


Our picture? Yes, it’s posed but true to life. Now may 
we pose a question”? Isn't it time you put TV Guide on your 
next advertising schedule”? 


TV GUIDE GOES ALMOST EVERYWHERE ...VYET 
YOU CAN BUY JUST THE COVERAGE YOU NEED! 


The circulation of TV Guide magazine is concentrated in counties 
where 97.9, of all U.S. families hve, and where 98.2‘, of all 
retail sales are made. Yet TV Guide offers se/ectivity unmatched 
by any other national magazine. You can buy any combination 
of 50 regional editions, to reach the markets you want. You pay 
only for circulation you can use 


CIRCULATION: 6,428,276 (A.B.C. Publisher's Interim Statement 
first quarter 1958). 6,500,000 circulation base effective October 4 


Cost PER THOUSAND: Black-and-white page rate, $2 per thousand 
—lower than that of any other major national magazine. 


A WEEKLY MAGAZINE...A DAILY HABIT 


The newt wave of prosperity will start in 


THE MAR 


and ut may 


have started 
there 


already 


This year millions of Americans are going places, reces- 
sion or no recession. It’s a Market-on-the-Move and the Mmove- 


mel 1S MLore than geographical. 


These are the people moving nto higher incomes, better 
jobs and higher and highes standards of living. It takes more 
than a stutter in the eCOnOMMY LO keep them static, at home. 
Thev’re out across the world and the nation. traveling as usual, 


buving as usual, consuming as usual—maybe, right at this moment, 


More than usual, 


For when the next ereal period of prosperity moves in 
on America, you'll find that it started right here—in the Mar- 


ket-on-the-Move. among the millions of readers of ‘TIME. 
(It may well have started already. Don't be late.) 


BM pee 


ITIME. 


Sree Ee i 


TIME—THE WAY TO REACH 


AMERICA’S EXECUTIVE AND & 
PROFESSIONAL FAMILIES § 
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WITH THE 
INQUIRER 


THERE’S MORE THAN MEETS THE EYE | story. (With essential ‘“‘stop-overs”’ at 
n The Inquirer, of course. But baby’s the advertisements!) The distin- 
moved by the eye-catching quality of guished format, new typography and 
attractive front page. Much effort excellent reproduction of The Inquirer 
y are devoted by the editors were factors in the bestowal of a 1957 
»a format that leads readers AYER AWARD on the first newspaper 

to page from story to. in Delaware Valley. 


The Philadelphia Pngquirer 


Constructively Serving Delaware Valley, U. S. A. 


CHICAGO DETROIT SAN FRANCISCO LOS ANGELES Delaware Valley, U.S.A. —14 


EDWARD J. LYNCH RICHARD L. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES county Retail Trading Area 
YN. Wacker D Penobscot Bldg 155 Montgomery St $460 Wilshire Boulevard home of 5,200,000 people 


And 6270 w i Oo) Garfield 1-79.46 Dunkirk ; Philadelphia is the hub 
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SIGNIFICANT TRENDS 


Viewed by the 


Marketing News as 


AUTO MAKERS: INNOCENT VICTIMS? A lot 
of criticism has been leveled at Detroit of late. The 
Big Three is accused of having a “public be damned” 
attitude in its continued production of bigger, 
longer, chrome-laden cars. The “people,” say some, 
want small, plain, economy cars at a low price and 
the auto makers have only themselves to blame for 


the slump in car sales. 


his isn't so, says James O. Wright, v-p, Ford Di 
vision of Ford Motor Co. Speaking before the Sales 
Executives Club of New York, Wright said: (1) De- 
troit spends $6 million a year on customer research, 
interviewing a million people to try to learn what 
they want in a car, and it spends hundreds of mil- 
lions more providing what they say they want. (2) 
Traditionally, about 10°, of total sales are made up 
of off-standard makes, none of which has high- 
volume appeal. Today, that 10°, happens to be 
made up of imports and American-made small cars. 
Detroit continues to produce the cars that the vast 
majority of Americans want. (3) Car prices have 
gone up, to be sure, but not as much as value has 
increased. In past 10 years, factory price of a typical 
Ford has gone up 32.8°., but hourly wages have 
gone up 66°,, steel 80.7°,. And, a customer gets 
a better performance and a bigger car—one that 
is 240 pounds heavier, 5 inches longer, 5 inches 
wider, and has 10 inches more hip room, 10 cubic 
feet more for luggage, and 20°, more glass area. 


He also gets a longer lasting car. 


The most convincing of Wrights arguments that 
the car manufacturers are innocent victims of the 
economic dip was his analysis of how the auto in- 
dustry has reacted to slumps in the past: “Car sales 
drops are normal in our business during a recession 
because a car purchase can be postponed for a year 
or two. In the 1938 business slump, when consumer 


income dropped 12°,, automobile sales dropped 
50°.. In 1954, a 2°, drop in consumer income 


12‘ 


brought a slide in auto sales. In this recession, 
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Editors 


a dip of 3-4". in consumer income has contributed 


to a 25°, drop in car sales.” 


We agree with Wright that Detroit did not single 
handedly trigger the economic let-down, but we 
seem to note a special consumer resistance to that 
city’s chief product that is not recession born. In 
our opinion, this resistance is one created by bore 
dom with the sameness in all general car designs 
Unless you're close up, it’s pretty hard (o tell a 
Cadillac from a Chevrolet, a Continental from a 
Ford. If mass production can no longer offer new 
advantages in price reductions, the next step for 
Detroit is to offer visible distinctions among its 
products. Otherwise, as we see it, the automobile 
will continue to become less and less of a status 
symbol for the American family. 


MARKETERS ARE TOO AGE-CONSCIOUS, 
says the Survey Research Center of the University 
of Michigan. A consumer's buying habits are more 
likely to be influenced by his marital and family 


status than by the number of birthdays he has had 


The Census breakdown of population into age 
groups is a convenient tool for market analysts. But. 
say researchers John B. Lansing and Leslie Kish 
these figures can conceal important differences in 
economic and social activity which are not solels 


related to age. 


Lansing and Kish suggest use of a seven-stage 


“family life cycle” as a supplement to age groups: 


Young, single 

Young, married, no children 

Young, married, youngest child under six 
Young, married, youngest child six or older 
Older, married, children 

Older, married, no children 

Older, single 


(continued on page 20) 


Highest quality coverage 
at lowest cost? YES ---1n 
“U.S.News & World Report” 


tary of circulation methods. Here is the 


O*' ALL news magazines, ““U.S.NEwsS 
growth record: 


& WoRLD REportT”’ offers the high- 
est concentration of managerial people 
in business, industry, finance, govern- 
ment and the professions. 

Of all news magazines, ““U.S.NEws & 
WorLD REpor’’”’ offers the highest con- 
centration of high-income families, both 
in the $7,500-or-moreand in the $10,000- 
or-more brackets. 


CIRCULATION: TRIPLED 
1,051,901 


Yet this circulation is available to 
advertisers at the lowest per-thousand 
cost in the field 
per thousand. 


1958 —Ist Quarter 


just $4.97 per page 


This low cost will prevail for all 
of 1958. 


It will prevail again in 1959. 


GROWTH MAKES THIS 
LOW COST POSSIBLE 


Two facts account for this exceptional 
advertising value—so unusual in these 
days of rising costs of everything. 

First, the continued and steady circu- 
lation growth of “U.S.News & Wor.Lp 
REPoRT”’—a growth that has come about 
through the use of only the most volun- 


Second, continued acceptance by na- 
tional advertisers. Here is the growth 
record in advertising pages carried over 
recent years: 


ADVERTISING PAGES: ALMOST DOUBLED 


3,084 Pages 
<—* 


1,671 Pages 


1959 circulation rate base—1,100,000 


SALES MANAGEMENT 


Only because of this volume of adver- 
tising and sustained circulation growth 
can “U.S.News & Wor_LbD Report” hold 
the line in per-thousand costs—in the 
face of publishing expenses that will be 


Here’s the record of how “U.S.NEws 
& WorLpD Report” has consistently low- 
ered its per-thousand costs as circu- 
lation and advertising volume have 


grown: 
even higher in 1959 than they are now. 


ADVERTISING COSTS PER THOUSAND: DOWN, DOWN, DOWN 


Circulation 
~ Year Rate Base 


$6. 865, ee er pee 


LSS. eesererrererens 


Peer neweo ne 


(eee ee 


J ee , 
Pe@GG...;..., aur wen 
9087 .:..i.chen 


rete asec ogee 
FMibedahe Fo ae 2. Sa } ; Si 
, ay hae 


Circulation in the first quarter of 1958 averaged 1,051,901—a gain of 130,137 
compared with a year ago—the biggest 12-month gain in the magazine’s 10-year 
history. In each of these years, “'U.S.NEws & WorLD Report” has delivered circu- 
lation substantially above the rate base, 
lower than those listed above. 


making delivered costs per thousand even 


Between now and the end of the year, and in 1959 as well, advertisers can cover 
America’s high-income people of importance in this magazine which keeps growing 
in coverage—in usefulness—in impact. And they can continue to do so at the same 
low per-thousand cost that prevails today—the lowest of any news magazine or any 
management magazine 


Sources: chart 1, Publisher's Statements to the Audit Bureau 


chart 2, Publishers Information Bureau; chart 3, Publisher's ov 


U.S.NEWS & WORLD REPORT 


\mericas Class News Magazine 


Advertising offices at 45 Rockefeller Plaza, New York 20, N. Y. Other adver- 
tising offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, St. Louis, 
Los Angeles, San Francisco, Washington and London. 
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Significant Trends 


hese groupings are especially valuable, say the 
researchers, in analyzing home ownership, consum- 
er debt, households with working wives, family in 


come, car buying, and major appliance purchases 


“PM IN A CONTEST!” When a salesman ap 
proaches a purchasing agent with such a bid for 
business, he’s usually wasting his time. That's the 
gist of the answers P.A.’s gave to a survey made re 
cently by “Purchasing Week.” The salesman who 
pleads, “Help me with my contest quota,” not only 
rarely gets the business, but he loses the respect ot 


some of the men he calls on. 


“It makes no difference to me whether there's a 
contest,” said one purchasing agent. “If I need 
something he’s selling, then I’m interested.” On 
the other hand, if the salesman can offer a special 
buying advantage, because of the contest, that’s a 


different story 


[he P.A.’s apparently feel quite strongly on the 
subject. In general, they seem to support the com 
ments of a California P.A., who said: “Industrial 
purchasing is based on conscientious evaluation ot 
the product and has no place for the “working my 


way through college routine.” 


OLD MEMOS: GOOD IDEA SOURCE. The aver 
age sales chief—especially if he encourages sug- 
gestions by his subordinates—has several file draw- 
ers full of old memos suggesting everything from a 
new light for the washroom to elaborate plans for 
reorganization. Through the years he conscientious- 
ly turned thumbs up or thumbs down on each idea 
as it came. But, are some of those filed ideas more 
usable today than they were when they were sug- 
gested? Are there some—submitted at the height 
of the boom—suggesting economies that are much 


needed today? 


A sales executive friend of ours was working late 
one night recently with his secretary, cleaning out 
old files. And, in typical attic-cleaning procedure, 


he paused to read over some staff-presented memos 


of months and years gone by. He was surprised how 
pertinent the material seemed today. And, he im 
mediately set out to reread several hundred sugges 
tions that had either been rejected or pigeonholed 
for one reason or another. Result: He discovered 
quite a few ideas that nudged his own thinking in 
new directions. He’s delighted with his finds. Goes 
around telling everybody about the benefits of giv- 


ing old memos a second reading. 


He has gone one step further. He has issued a memo 
to his sales staff suggesting that they consider re 
submitting ideas that may not have gotten favorable 
attention before. After all, he closes his memo 


” 


“things are a lot different today! 


JAPANESE IMITATIONS of 


products have come under the fire of the Japanese 


other countries’ 


government. A direct appeal is being made to the 
Japanese people to stamp out piracy of foreign de 
signs. First step was the sponsoring of an exhibit 
showing 70 Japanese products alongside the foreign- 


made originals from which they were copied. 


Included in the exhibit of imitations were product 
designs from Germany, Italy, Denmark, France. 
Great Britain and the United States. The products: 
motorcycles, plastics, pencils, radio cabinets, pet 
fume bottles, lipstick holders, flatware, cameras. 
movie projectors, fountain pens, furniture, glass 


lamps, toys and fabrics 


Interesting, if not Significant... 


f 


Love was hit by the recession! There were 112% 
fewer marriages in the first quarter of this year than 
in the comparable period last year. . . [t costs more 
to keep federal employes in paper towels today than 
it cost to run the entire government in 1908 
The entire population of the United States can 
go for a Sunday ride at one time with room left 
over in the nation’s 48 million automobiles for the 
In 1947, per capita con 
$426 
. Since 


population of France . 


sumption of metalworking products was 
worth. Last year the figure stood at $850 . 
1939, the income of Negroes has increased four 


times as much as any other group in the nation. . 


SALES MANAGEMENT 


{ . 
7. 
iS.230i:812_==*-~ 


— ————4 
iE on |, 
2.9 


—- —s 
Petey Mecans 
etic 


i} " 


MocaLe 


Each dollin a clear-view acetate box, supported by 
concealed wire, with prices and descriptions in front 
of the customer at all times. Developed in coopera- 
tion with ALAN BERNI & Associates, Incorporated, 
industrial design consultants, this COPELAND Sells 
the brand name, too! 


WHAT! NO BRAND NAMES 
IN YOUR FIELD? 


Usea COPELAND ‘10 sell yours! 


Very few children indeed come into 
a toy department and say “I want a 
Blank Brand doll!” 

What they say is: 

“O-o-oh! I want that one!” 

American Miniature Doll Com- 
pany was determined that their prod- 
uct should be “that” one. 

So, this COPELAND client set out to 
establish the Betsy McCall doll in 18 
changes of costume as an identified 
leader, Then, when a child chose this 
doll in a Betsy McCall schoolgirl out- 


COPELAND Displays 


fit, she (or her doting grandmother ) 
would come back to buy Betsy 
McCall’s bridal costume or perhaps 
the Betsy McCall’s cotillion outfit. 

Similarly, American Miniature 
Doll Company worked out a Toni 
doll...that is, one with washable hair 
that the little girl can give a Toni 
treatment to. Leadership again! For 
in addition to selling a doll, they sell 
a kit...of Toni. 

Putting the product before the 
little-girl and grown-up customer 


called for a COPELAND. The problem 
was to present a big assortment, sepa- 
rated from unbranded dolls in the 
department, clearly identified, kept 
clean and constantly in view. Two 
functional COPELANDS were worked 
out to serve American Miniature Doll 
Company and their brands. 

For other cases, other selling prob- 
lems solved, read “All You Need to 
Know about Point-of-Purchase.” 
Write, wire or telephone our Mr. 
Krebs. Why not today? 


Ine. 


Affiliated companies: Copeland Self-Selectors Inc. & Copeland Marketing Associates 
537 West 53rd Street, New York 19, N. Y. 
COlumbus 5-5621 


Mr. Smith examines kit employed in current 
“Program 20” field demonstration of citric 


acid’s utility in secondary oil recovery. 
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“BUSINESS ADVERTISING 
KEEPS CUSTOMERS UP-TO-DATE 
ON RESEARCH RESULTS” 


1958 


“We invest millions of dollars in chemical research and develop- 
ment,” relates J. Philip Smith, a director of Chas. Pfizer & Co., 
Inc., and general manager of the Chemical Sales Division. ““To 
justify this investment we must translate our discoveries into sales 
and profits. For maximum effect, news of our progress must be 
placed in the hands of specialized groups as fast as possible. Busi- 
ness magazine advertising lets us pinpoint these industries quickly 
and economically. It represents a vital link between our sales staff 
and thousands of manufacturers and processors who make up our 
diversified markets.” 


IF WHAT YOU MAKE OR SELL is bought by business, 
you can “‘mechanize”’ your selling by concentrating your advertising 
in the one or more McGraw-Hill publications serving your markets. 
Business magazine advertising pinpoints your customers . . . lets 
you talk to them in their own language, while they’re in a business 
mood. By concentrating your advertising in leading business publi- 
‘ations you arouse interest and create preference for your products. 
This is the inexpensive and direct way to give your salesmen more 
time to make specific proposals and close sales. 


MCGRAW-HILL PUBLICATIONS 


App McGraw-Hill Publishing Company, Incorporated yw 
330 West 42nd Street, New York 36,N.Y. 


6 STEPS TO y 
SUCCESSFUL 
SELLING 


CLOSE 
cere | MEA | TE 


y anew fan 3 PREFERENCE 


[MORE ADVERTISING HERE MEANS MORE SALES TIME HERE 


There’s no 


these factors purchase-control every job 


in heating, piping and air conditioning 


You have to reach all of these specifying and 
buying factors—no one alone covers the market 


for you. 


Besides their unquestioned control of pur- 
chasing, in the industrial-large building field, 
how else do these KEY factors “fit together’’? 
In this way: As a group, they form the 
reader-audience of HEATING, PIPING & AIR 
CONDITIONING. 


How do these engineers and contractors re- 
gard HP&AC? The provable answer is — 


SYMBOLS OF ABD 
WANTEDNESS 


Air Conditioning Headquarters 


HP&AC has the largest and only fully paid 
circulation in its field. 


How do manufacturers and their agencies 
rate HP&AC? Again, the answer is provable — 
HP&AC leads by over 2 to | in advertising vol- 
ume, has more advertisers, and is used on an 
exclusive basis by more advertisers. 


Where do your products fit into the puzzle? 
Complete information by return mail. 


KEENEY PUBLISHING CO., 6 N. MICHIGAN AVE., CHICAGO 2 
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LETTERS ToTHE EDITORS 


rating board rates with him 
Epiror, SALES MANAGEMENT: 


I enjoyed reading the article in 
your July 4 issue, ““The Recession Is 
Over.” [p. 33]. There is no question 
about this with us. I might also add 
that there never has been any such 
recession and right now sales are run 
ning way above those of last year. 

I would like to get from you a list 
of the basic industries by total sales 
volume, from the biggest to the small- 
est. This can be very similar to what 
you have on p. 35 of the July 4 issue, 
but covering all basic industries such 


wood, 


as steel, aluminum, rubber, 
paper, paint, etc. 

As far as I am concerned, your Fu- 
ture Sales Rating Board is right on 
the money in regard to paint. 


Byron J. Kluesing 
W. H. Sweney & Co. 
St. Paul, Minn. 


& Our July 10 Survey of Industrial 
Buying Power will give Mr. Kluesing 
just the information he wants about 
total sales volumes of basic industries. 
Starting on p. 82, under each of the 
basic 2-digit industries he (and any 
one else who is interested) will find 
exclusive SALES MANAGEMENT €6sti- 
mates of gross sales for each of the 
4-digit industries which make up the 


2-digit categories. 


public notes on “private brands” 
Epiror, SALES MANAGEMENT: 


I have just had the opportunity to 
review your July 4 issue in which 
you present a vivid analysis of ‘Pri- 
vate vs. National Brands” [p. 81]. 

I would like to compliment you 
and your staff for a most pertinent 
and well done article which certainly 
points out the complexities of the chal- 
lenge to advertised labels. 


Howard G. Dick 
Director, Advertising-Marketing 
Minute Maid Corp. 
Orlando, Fla. 


Epiror, SALES MANAGEMENT: 


Congratulations on your article on 
private label merchandising. . . . It is 
expert reporting on a very delicate 
subject. 

I have passed one copy on to our 
president, Mr. H. V. McNamara, 
and another to our executive vice- 


president, Mr. C. H. Webster. 
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I particularly liked the way you 
handled the National Tea Co. phase 
of the story, and I believe this pro- 
vided a hard hitting sensible argu- 
ment that will open a lot of people’s 


eyes. 


Val S. Bauman 
Vice-President, Nat'l Advertising 
and Merchandising 
National Tea Co. 
Chicago, II]. 


Epiror, SALES MANAGEMENT: 


We certainly compliment you on 
your “Private vs. National Brands” 
report. 

Obviously your staff did a great 
deal of work on this report and we 
think you have done an excellent job 
of presenting the information. 

We certainly compliment you on 
the private brand frozen foods, as we 
plan to enter the frozen food field 
early in 1959. Information we have 
obtained in our own survey is sup- 
ported by the large volume being done 
by chains and voluntaries, as reported 
in your magazine. 


W. L. 


Stickney 
resident 


Pi 
Plee-Zing, Inc. 
| 


iN anston, Ill. 


Epiror, SALES MANAGEMENT: 


Your research and study on pri- 
vate vs. national brands is a classic 
in excellent journalism. 

You certainly have done a mas- 
terful job and I congratulate you. 

I am sure you are going to hear a 
great deal from the trade about this 
important study. More power to you! 


M. M. Zimmerman 
President 
Super Market Merchandising 
New York, N. Y. 


no rest for the sales-minded 
Epiror, SALES MANAGEMENT: 


Thank you for the compliment on 
Underwood Deviled Ham, p. 96 of 
your July 4 issue. Our product is 91 
years on the grocer’s shelf and does 
hold an unusual position. 

However, even Underwood Deviled 
Ham cannot be excepted, as you inti- 
mate in the last paragraph of the 
item. Underwood like “everyone else 
has to develop and hold his markets 
in continuous progress” in promotion 


NEW! 


in 24K gold 


plate or chrome 


packaged home tool kit 


.in many sizes, from 1 to 10 tools. 
And, the tools “most used” around the house, 
surveys show. Prices from $4.95 up to 
$49.95 for the large gold plated kit 
{ life-time remembrance skillfully 


designed and attractively packaged 


Whether for good will, for incentives, 
t 


or for appreciation, here is a honey! 
Write for catalog and discount. 
Consolidated Tool Company 

2209 Santa Fe Ave., Los Angeles 58, Calif, 


Subsidiary I d 7 


15> services 
THAT AID SALES 
AND ADVERTISING 
EXECUTIVES! 


os SALES * 


© fs owe mee ane HO" \ 


NEW 


FREE BROCHURE 


YOURS FOR THE ASKING! 


Find out how these 15 important 
Manpower, Inc. “Sales Aid” Services 
will help you. 

Vincrease Sales and Distribution 
¥ Cut Marketing Costs 

¥ Support National Promotions 

at the local level 

W Eliminate Trouble and error 

in merchandising promotions 


Attach this ad to your letterhead 
and mail today to: 
A decade of Business Service 


manpower, inc. 
over 140 offices in U.S., Canada, & Abroad — 


World Headquarters 
803 N. Plankinton Ave., Milwaukee, Wis. 
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Though named The New Yorker, this magazine each week goes into more 
than 4,000* cities and communities across the United States and abroad. 


*The New Yorker really gets around. 


NEW YORKER 


New York, Chicago, San Francisco, Los Angeles, Atlanta, London 


LETTERS 


though there 
has not been a major product change 
during its life. 


and advertising, even 


J. D. Wells 
General Sales Manager 

Wm. Underwood Co. 

Watertown, Mass. 


what? no perforations? 


SALES MANAGEMENT: 


Although I 


scribe1 


E DITOR, 


am a fairly new sub- 
to your magazine, I conside1 
it one of the more important publica- 
tions that pass across my desk month- 
ly. [Sates MANAGEMENT is_ pub- 
lished twice monthly—Editor.] I 
have been particularly impressed by 
the tear-out perforated sheets which 
is a feature of no little import to sales 
managers who find many occasions to 
remove certain articles for future con- 
sideration and sales promotion plan 
ning. 
July 10 is- 
of Indus- 
To say the least, 
I was shocked, and I might even add 


Today l rec eived you! 
sue devoted to the Survey 


trial Buy ing Power. 


for some reason this 


lid not have perfor 


perforations elim! 
issue which undoubtedly 
to bits by sales-minded 


managers for marketing surveys ? 


turing Co. 


& Are MIANAGEMENT’'S ed 


tors wrong? We believe most readers 


SALES 
do not want any one to tear pages 
out of their July 10 Survey of Indus- 
trial Buying Power or the May 10 
Survey of Buying Power. So we de- 
liberately did not perforate the pages. 


copy gets around 


Epiror, SALES MANAGEMENT: 

I have been a subscriber to your 
magazine for-at least half of your ex- 
istence and have found it to contain 
some very worthwhile reading; in 
fact, the copy that I receive is circu- 
lated among quite a few other people. 
. .. Our personnel make good use of 
your surveys on buying power. 


R. E. Gray 
Division Vice-President 
National Brands Division 
Sterling Drug, Inc. 
New York, N. Y. 
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TEST it here... 
... SELL it here 


In world’s No. 1 test 
Cape Canaveral, 
Central Florida. Our population 
has doubled since 1950 with 
people from all over America 
New Orlando ABC City Zone 
is 171,168. We dominate five 
counties [population of 400,000] 
by more than 5-1 margin over 
Miami, Tampa, Jacksonville 
papers. 


center, 
Orlando, and 


Orlando Sentinel-Star 


A $ k 


Branham 


a complete moving service 


FOR YOUR 
PERSONNEL... 
DISPLAYS... 
AND OFFICE 
EQUIPMENT 


M. and more companies are 
learning that they can depend on 
Wheaton for truly safe, on time 
moving on their personnel transfers, 
display and exhibit, and office 


Free moving f A 
, day kit for - Fi 
personnel transfers. 2a On 


Free booklet for the 
family “Moving can be 
almost fun’’. / 


me Sy ce | 
ee 
em by 
Jer; 


General Offices: Indianapolis, Indiana 


equipment moves. That's because 
at Wheaton, safety comes first. 
Service to all 48 states, Alaska, 
Hawaii and other countries by land, 
sea and air, Next time, call your 
Wheaton Agent. 


Over 500 
Agents — all 
principal 
cities 


In the West, call 


LYo 


VAN LIMES. Ic 


fom 


A 
< 


This microphone creates the nation’s 24th 
largest radio market — 312,830 families who 
listen weekly during daytime. WBT’s total 
audience exceeds by 711% that of Charlotte's 
second station. WBT wins every Pulse time 
segment but one in the 25 counties surrounding 
Charlotte. 


Jefferson Standard Broadcasting Company - Cherlotte, N. C. - ‘‘Colossus of the Carolinas’’ - Represented by CBS Radio Spot Sales 


Gales Menage 
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Don't Be too Sure You 


Haven't an Alcoholic Salesman 


Alcoholism frequently strikes at a firm's 
most valuable employes. Close to 90°/, 
of its victims are between 35 and 55 years 
of age—in their most productive years. 
The typical alcoholic employe has been 
with his company for | 1!/2 years, and was 
rated above average in ability before his 


drinking became a problem. 


Acid Test of Personal Leadership: 


Can You 


Jones had been “ th the company 
10 years. He had an 
sales record and 
customers and fellow workers. 


outstanding 
liked by 
The 


sales manager privately rated him the 


was W ell 


most 
staft. 
The first inkling of trouble was an 


promising young Man on his 


angry outburst of temper which Jones 
vented on one of the girls in the office 
who had 
tions on 


misunderstood his instruc 
report. Ob 
was more than the dog 


forwarding a 
viously, it 
days of mid-August which had caused 
him to blow up. After that, colleagues 
noticed an increasing irritabiljty in 
the once-popular salesman. Jones be 
gan to suffer from an unusual num 
ber of “colds” and other minor in 
dispositions that kept him from work. 
He failed to show for important ap 
pointments, and offered elaborate, im 
plausible alibis for his absence. 

One day, unable to locate Jones 
anywhere in his territory, the sales 
manager called his home. Mrs. Jones 
admitted tearfully that she hadn’t 
heard from her husband in more than 
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Help the Problem Drinker ? 


By LOUIS CASSELS 


i week. She assumed he was 
another drunk.” 


“ott on 


Change the salesman’s name, alte: 
the circumstances slightly, and this 
story could be told by virtually every 
sales manager in the country. 

Alcoholism, the insidious 
that cut down Jones in the prime of 
his career, has 


disease 


become one of the 
gravest occupational hazards of Amer- 
ican business. And salesmen are espe 
cially susceptible to it. 


Here are a few 
which every 
ponder : 


facts and figures 


sales executive should 


@ Alcoholism now ranks with heart 
disease, cancer and mental illness as 
one of America’s four major health 
problems. There are about 5 million 
alcoholics in the United States today, 
and the number is growing at a rate 
of at least 100,000 a year. 


® Surveys show that the average al- 
coholic employe loses from 20 to 30 
working days a year because of drink- 
ing. He has twice as many accidents 


as the non-alcoholic. The total cost 


ot alcoholism to business, 
accidents, poor judg 
ment and reduced efficiency, is est 
mated at one billion dollars a yea 


counting 
absenteeism, 


@ Alcoholism frequently strikes at a 
tirm’s most valuable employes. Close 
to 90° of its victims are between 35 
and 55 years of age — in thei: 
The typical alco 
holic employe has been with his com 
pany for 1114 years, and was rated 
above average in ability before his 
drinking became a problem. 


most 


productive years. 


e The National Institute of Mental 
Health lists salesmen as one of thi 
occupational groups “particularly, 
prone’ to alcoholism. One study by 
the famed Yale Center of Alcohol 
Studies showed that 10% of all male 
patients at a large alcohol clinic were 
salesmen. 


It is not surprising that salesmen 
comprise a disproportionately large 
percentage of this disease’s victims, 
according to Dr. Paul H. Stevenson, 
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. . . the Problem Drinker 
(continued) 


alcoholism expert of the National In- 
stitute of Mental Health. 

Dr. Stevenson points out that sales- 
men live and work in a high-pressure 
environment. Drinking is a social 
convention in modern business enter- 
tainment, and salesmen are expected 
to be hale fellows, always ready to 

rink. They spend 

from their homes 

hotels where 

the easiest ref 

rom loneliness. Some salesmen 
having several 
to “let down” 

Many go on 
similar bi 


it in- 


ns oO 


“Actually, a period of total abstinence proves nothing 
whatever. All alcoholics, except those in the final stages, 
are able to become temporary teetotallers. The real hall- 
mark of the alcoholic is that he cannot drink moderately." 


What differentiates the one addict 
from the 14 who manage to control 
their drinking? 

There are many theories, but little 
firm knowledge. The United States 
has been spending a mere pittance on 
alcoholism research. The total outlay 
of federal, state and private agencies 


comes to less than $700,000 a year, 
] 
I 


compared to the millions spent in 
study of cancer, heart disease and 
other health problems. As a result of 
this neglect, there is still vast ignor- 
ance about the causes of alcoholism. 

Some scientists believe that people 
who become alcoholics are suffering 
from some kind of physiological dis 


order. For example, Dr. Roger J. 


“The wise manager will use both the carrot and the 
stick in dealing with an alcoholic employe. He will make it 
crystal clear, with no mincing of words, that the choice is 
up to the employe: recover with the company's help; or 
kid himself about his drinking and lose his job, and prob- 
ably his family and life as well." 


ry es” petore 
a vital appointment, or to drown dis 
appointment ifterwards. 
ntelligently with the 


: 
em of alcoholism amon 


1 


To cope 
rob] 4 
an executive 
acquaint himself 
s about the disease 
Ss, Symptoms and treatment. 
lay involve getting 
notions that hav 
folklore about dri 
science no longer 
tion that was attempted 
“oroblem 
rue alcoholics.” It 


l 
} 
{ 
I 


zo. =o bet ween 


the lagnosis of alco- 


( 
person who depends on 
alcohol to meet the ordinary demands 
of living, and u ho continues to drink 
after it has begun to cause him serious 
problems at home or at work. 

This does not mean that every per- 
regularly is now 
Even today, 
there are 14 non-alcoholic drinkers 
alcoholic in the United 


son who drinks 


classed aS an alcoholic. 


for each 
States. 
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Williams, 
University of Texas, holds that some 
people have an inborn defect in the 


noted biochemist of the 


mechanism of 
the brain which gives them an ab- 
normal craving tor alcohol. He be 
lieves science will eventually be able 
to work out a special high-protein, 
ligh-vitamin diet that will ‘‘abolish 


the craving. 


“appetite - regulating” 


Other researchers go to the oppo- 
site extreme and attempt to explain 
psychological 


alcoholism solely in gi 


terms. Compulsive drinking, they 


say, is the symptom of some “person- 


ality inadequacy.” ‘The alcoholic is 


trving to drown hidden feelings of 
anxiety, guilt or inferiority. 

A third school of thought is that 
prolonged, heavy drinking may itself 
be a cause of alcoholism. A promi- 
nent physiologist, Dr. H. E. Him- 
wich, has stated in a recent article 
in the Journal of American Medical 
Association that it is “probable” that 
excessive ingestion of alcohol over a 
long period brings about changes in 
the body “‘so that alcohol assumes the 
characteristic of a foodstuff required 
by the cells.” 

In the past few years, most medical 
authorities have come around to the 
view that alcoholism is like fever—it 
can be symptomatic of a tremendous 
variety of causes. In one individual, 
it may result from a malfunctioning 
of glands; in another, from a psy 
chological disturbance. And in still 
another, it may simply be the result 
of drinking too much too long. 

A few people seem to become alco 
holics as soon as they start drinking. 
Their susceptibility is so great that 
addiction comes almost with the first 
drink. 

3ut the overwhelming majority of 
alcoholics slip gradually into the stage 
ot uncontrolled habituation after 
vears of what thev regard as “social” 
drinking. They may 
frightening moments when the 


Tip’ 


‘moderate 


truth is apparent to them, but for the 
most part, they vigorously deny, even 
to themselves, that they are becoming 
alk oholic Ss. 

In alcoholism, as in cancer, the 
best hope for arresting the disease 
lies in early diagnosis and treatment. 
This puts a premium on recognizing 
the symptoms of incipient alcoholism 

-in an employe, in a friend, or in 
yourself, 

“The first sign of abnormal drink- 
ing,” says Dr. Stevenson, “is apt to 
be a change in drinking pattern.” 


"Some salesmen form the habit of having several drinks 
before dinner to ‘let down' from the day's tension. Many go 
on to the superficially similar but infinitely more dangerous 
form of drinking—to ‘steady nerves’ before a vital appoint- 
ment, or to drown disappointment afterwards.” 


SALES MANAGEMENT 


Each individual has his own drink- 
ing pattern. Some take a drink only 
at weddings or on New Year’s Eve. 
Others customarily have two cock- 
tails every night before dinner. Some 
never get drunk. Others consider it 
entirely “normal” to get blind every 
weekend. 

The change in drinking pattern 
which heralds the drift into alcohol- 
ism may be drinking more, drinking 
more frequently or drinking for a 
different Usually it is all 
three. 

The person who is becoming an 


reason. 


alcoholic, says Dr. Stevenson, ‘“‘gradu- 
ally becomes indifferent to or has 
difficulty in time, 
place and amount of his drinking. He 
progresses from the simple ‘I want a 
drink’ to ‘I need a drink’ and ulti- 
mately to ‘I’ve got to have a drink.’ ”’ 

It is especially important, accord- 


controlling the 


ing to Dr. Stevenson, to keep a watch 
on why you drink. If you find that 
alcohol is becoming a “crutch” on 
which you depend to cope with the 
of ordinary busi 

you are flirting 


tensions and tri: 
ness and family 
with serious trouble. 


Early Symptoms 


Mrs. Marty Mann, executive di- 
rector of the National Council on 
Alcoholism, lists several other ‘‘early 
symptoms” in her excellent book 
“Primer on Alcoholism” (Rinehart 
& Co., New York, $2.25). Mrs. 
Mann is a recovered alcoholic who 
speaks with the authority of expe 
rience. Her book is required reading 
for anyone attempting to deal with 
an alcohol problem. 


Among the symptoms she lists < 


@ lying about the amount or fre- 
quency of drinking; 

@ making promises about drinking; 

© “gulping” drinks; 

®@ sneaking a drink or so before go- 
ing to a party where drinks will be 
served > 

® insistence on having drinks at 
certain regular times; 

® feeling that alcohol is “neces- 
sary” to relieve weariness, nerves or 
depression, to brace for a difficult or 
unpleasant experience, or to maintain 

“ : . *. ” 
a “pleasant disposition. 

In the earliest stages, these telltale 
signs may be evident only to the alco- 
holic himself, or to his closest friends 


the ‘‘must”’ drinking times are pushed 
ahead earlier and earlier in the day. 
The victim increasingly feels the need 
for a morning drink, or drinks, to 
“get going.” The ravaging hangovers 
of the alcoholic (by comparison with 
which, Mrs. Mann says, the worst 
suffering of the non-alcoholic drinker 
is a “pale thing,” ) begin to show up 
in the form of missed days of work, 
weariness, irritability, displays of 


temper, nervousness and depression. 
At about this point, nearly every 
alcoholic starts going on the wagon, 
often for extended periods, to dem- 
onstrate to himself and others that 
he can do without the stuff. 
Actually, a period of total absti- 
nence proves nothing whatever. All 
alcoholics, except those in the final 
stages, are able to become temporary 
(continued on page 96) 


So You Have an Alcoholic 


On Your Staff—Now 


Suppose you learn, or at least suspect, that one of your men is 


slipping into alcoholism. 


The first rule is: Act as soon as you detect any signs that 
point toward alcoholism in an employe. DON'T wait until the 
situation has reached the point where there is nothing you can 
do except warn him that he will be fired if it happens again. 


The next rule is: 


Remember that alcoholism is a medical 


problem rather than a moral problem. A strict moral code may 
keep a man from drinking in the first place, but moralistic 
lecturing will never retrieve him from the clutches of alcoholism 


once he is in them. 


Your attitude toward the alcoholic employe should be pre- 
cisely the same as your attitude toward a good man who is 
afflicted by diabetes or some other chronic disease. The com- 
pany sympathizes with his plight and stands ready to help him 
get the proper care. But it does insist that he undergo treatment. 


Call the man in and tell him just this. Impress on him that 
alcoholism is a progressive disease. There is no such thing as 
remaining a little bit alcoholic. Untreated, every victim gradually 
gets worse. The deterioration process may take years, but it is 
a one-way street that leads to madness or death. 


But an alcoholic does not need to stay on this one-way street. 
If he will recognize his illness and accept competent medical 
help, he can recover from his addiction—as many thousands 
already have—and go on to live a normal, happy, useful life 


without alcohol. 


The last two words in the foregoing sentence are all-impor- 
tant. Medical authorities know of NO authenticated instance in 
which a true alcoholic has ever been "cured" in the sense of 


being able to resume "normal drinking." 


Recovery, for the 


alcoholic, means permanent abstinence from what is for him an 


acutely addictive poison. 


The next step is to get the alcoholic in the hands of a good 
doctor. If your company has a medical department, send him 
there for a checkup. Otherwise, send him to a private physician, 


his own doctor, perhaps, or yours. In either case, you should get 
in touch with the doctor before the appointment and brief him 
on the facts that cause you to suspect alcoholism, so that the 
patient can't minimize or explain away the whole thing. 


and family. But as the disease pro- 
gresses, the symptoms become appar- 
ent even to fellow workers and supe- 
riors who see the victim only when 
he is putting his best foot forward. 
In the middle stages of alcoholism, 


AUGUST 15, 1958 


THEY'RE IN THE NEWS py Harry woopwarp 
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His Sales Go Down the Drain 


—_ 


ager with headquarters in Chicago. Calmar Division produces 


plastic 
Now he and his family are pulling up 


sprayers and dispensers. The Maclin 
roots, moving from Northfield, III. Co. a subsidiary makes plastic 
and to Cincinnati. His motto: “Join molding compounds. And Drackett’s 
»X Drackett and see most of the coun 
vert, Foust is celebrating his 21st try.” During the war he took three 
ear with Drackett. After a series of 


1 


D: ino 


newest consumer product, Twinkle, 

a paste copper cleaner, has showed a 

years out to serve in the Air Force. steady sales increase throughout the 

sales assignments, beginning When he was released in 1945 he year although the company considers 

he took over the Minneapolis was a Major. The company immedi it still in the market development 
tory. Then the company ately sent him to Detroit as district 
Until manager! Drackett has come a long 

way since Foust joined it. Today its 
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From now on Jack Tarver may 
feel a bit sundered: After 15 years 
with Atlanta Newspapers, Inc., he’s 
begun splitting his time between them 
and The Miami News. The 41- vear 
old ‘Tarver has been appointed ex 
Ne WSs; 
president of 


he’ll con 
Atlanta 


Newspapers. (Fortunately they’re all 


ecutive v-p of Th 


tinue to be 


Cox-owned.) Jack will be hopping 
between Atlanta, where he lives on a 
regular basis and Miami. His rise in 
the Cox empire has been a journalisti: 
success story. He always knew he 
wanted to be a newspaperman. So he 
went to Mercer University, got an 
A.B. in journalism. Instead of tack 
ling the big city, he worked on and 


published weekly newspapers in South 


Georgia before he joined the Macon 


"| Never Shot an Elephant 


never swam the English Chan 
nel, never crossed the Pacific in a 
Chinese junk . . .”” So says Raymond 
G. Horner, new v-p—marketing fo 
The Black & Decker Manufacturing 
Co., Towson, Md., probably the 
world’s largest maker of quality elec- 
tric tools. Horner isn’t belittling him 
self when he tells you what he hasn’t 
done. He wants to make it clear that 
he puts first things first. What he has 
done is work his way up to a place 
where he’ll be completely responsible 
for his company’s marketing func 
tions, with duties encompassing re- 
sponsibilities of two former vice-presi- 
dential positions: v-p—general sales 
manager and v-p—sales 
(He held the latter until his new ap- 


Pr ac tically 


planning. 
pointment. ) everything 
connected with sales, sales promotion 
and advertising is checked with him. 
Horner was born in Brooklyn in 
1900. He met his wife there—when 
they were in the seventh grade. And 
his first job was at the repair bench 
of Van Dorn Electric Tool Co. The 
company soon told him to lay down 
his screwdriver and pick up a sales 
brief case. He joined B & D when it 
acquired Van Dorn in ’28. (Ray 
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Georgia Clay, Florida Sand: A Southern Publishing Saga 


News. A year later he was the paper's 
editor. In 1943 he came to the re 
spected Atlanta Constitution as asso 
ciate editor. When the Constitution 
and the Journal were merged in 1950 
he was made assistant to the president. 
By ’56 he was v-p and last December 
he became president. At one time he 
wrote a short daily column of humor 
ous comment on current events that 
vastly appealed to the Southern sense 
of the ridiculous: It was syndicated 
in 34 newspapers. In 1949 he spent a 
year touring South America on a 
travel fellowship from the Ogden 
Reid Foundation. He and his wife 
Margaret, whom he met during his 
Macon stint, live in Atlanta with 
their son named for him and 


daughter named for he 


likes to recall that during the depths 


of the depression, the late president, 
S. D. Black, went on the road with 
him to sell tools. ‘We traveled Penn 
sylvania,” he says, “selling an occa 
sional wire brush and tooting our 


horn at any corner! where two ol 


three possible prospects might be. 
with a fully 


he stones 


Ray is a ‘“‘rock-hound,” 
equipped shop for polishing t 
he finds. He makes them into jewel 

for himself and his family. He also 


builds furniture, gardens avidly. And 


now he’s learning to play the organ! 
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A BIG PRODUCT, and a big price tag. This power air sprayer costs farmers $8,000. 


Says the marketing director of a farm equipment maker: 
‘When two men farmed the land, neither could afford a 
tractor. Nor indeed did either need one. When one man 
farms two tracts of land he both needs a tractor, and he 


can afford one. So... 


“We Have Lost a Farmer, 
But Gained a Customer!” 


By GEORGE F. HOOVER 


family-management tean “While we are using that figure 
at F. E. Myers & Bro. Co., Ashland in our planning, we realize we may 
Ohio, is aiming high. For the past have to adjust,” says athletically bulky 
five years, the company’s sales of Everett M. Myers, vice-president in 
water systems and power sprayers charge of sales. ““We can’t go along 
(for the farm market) have fluctuated with our sales volume _ remaining 
between $12.6 and $13.6 million. static for seven years and then all of 
Sut Curtiss (Bud) Ginn, af. Myers’ a sudden jump to $25 million. We've 
50 year old president and the three got to show a gain all the way.” 
Myers brothers (brothers-in-law to The gain isn’t apparent at the mo- 
Ginn) have their eyes set on $25 mil ment. Although sales in fiscal 1956 
lion worth of sales by 1965. ($13.6 million) were almost a mil- 


34 


bd 
7 
~ 


+ ee 
PI 


These dealers are learning how to sell it. 


lion dollars ahead of 1955, the figure 
slipped last year to $1 3,124,504. And 
sales so far this year are also down. 
Net income from sales for the six 
months ended March 31 was $1.7 
million vs. $1.9 million for the same 
period last year. But Ev Myers is 
predicting a fall upturn. 

In its major product line, Myers is 
it the top of the heap. Or at worst 
t shares that spot. Both Myers and 
Fairbanks Morse claim the biggest 
volume in sales of water systems and 
water supply equipment (pumps, 
tanks, controls, etc.) for farms and 
suburban homes outside city water 
mains. Evy Myers says water systems 
ccount tor “over 60% of company 
volume.” Standard & Poor places 
water system volume at 80% of the 
company total. 

During drinks at the Myers’ Serv- 
ice Club in dry Ashland County, one 
executive said: ‘‘We’re the big target 
in water system sales. Everyone’s try- 
ing to knock us off. We're spending 
our money staying up there, trying to 
increase our share of the market. But 
our big opportunity for growth is 
in power air sprayers. We're trying 
to knock others off in that field.” 

The company is banking on two 
new power sprayer lines for spraying 
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insecticides in orchards and over row 
crops to help “knock oft’? competition. 

Last month Myers brought 33 of 
its top sprayer dealers and 12 com- 
pany salesmen to the Ashland farm 
country for the first combined dealer- 
salesman meeting it has ever held. 
‘The meeting was to introduce the 
new models and new merchandising 
plans to the dealers. But it also repre 
sented a new wrinkle in the Myers 
corporate face which has been under- 
going a gradual change since 1952. 

Ev Myers explains: “The reins of 
this company were definitely changed 
with the death of my father (John C. 
Myers, president from 1935 until 
1952) in 1952. The then current atti- 
tudes, policies and programs were car- 
ried along until the newer manage- 
ment got its feet on the ground. But 
there has been a gradual change going 
on all along. It’s been a matter of 
evolution rather than revolution.” 

Although F. Pe. Myers & Bro. has 
been in business since 1870, the com 
pany today has a young attitude. Rea- 
son: The average age of top manage 
ment personnel is under 50. 

Examples: Curtiss Ginn, president 
is 50. Both F. E. Myers, II, first vice 
president and secretary, and J. C. 
Myers, Jr., president of the company’s 
Canadian subsidiary and_ vice-presi- 
dent in charge of industrial and public 
relations for operation, 


are in their early f 


Ev Myers, the sales v-p, is a crew 
cut 37. He thinks the “young atti- 


tude” of management has permeated 


the entire company. He says: 


A BIG SPRAY: You can’t see the dealers because they’re behind the man who 
took the picture. But they saw—and will sell—this row crop sprayer in action. 
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vice-president of sales, explains 


features of Myers row crop sprayer to dealers during visit to an Ohio truck farm. 


“Having been 
a great numbe1 
act rally 
ome complacent. But I think there 
has been a shift here. There has been 
more realization that you've | 
run like hell to get ahead of the 
today.” 

The meeting for sprayer dealers was 
to get them running. Before the two 


day session began, an unnamed Myers’ 


spokesman was quoted in the Ashland 
Times-Gazette this way: ‘““What we 
want to do is to show these dealers 
and salesmen that there is more to 
selling these days than just sitting 
iround the store. There is plenty of 
business available, but we have to go 
out after it.” 

During the first sales meeting, Don 
Brubaker, marketing 
vealed how much business there is 
available. ‘“‘Agriculture is a $35 bil- 


lion business in gross sales. It is a 


Manager, re- 


$188 billion business in gross assets. 
It’s sales (are) nearly twice as 
> as the automotive industry. 

‘The realized net income of farm 
operators in the first quarter of 1958 
is estimated at a figure 11% higher 
than a year ago. That is realized 
net. In dollars it will amount to $14 
billion this year. That is after costs 
are paid. 

“U.S. Farmers this year also will 
take in between $6 billion and $8 bil 
lion from other, off the farm, sources. 

. . That counts up to $19 or $21 
billion, after they have paid their 
expenses.” 

Brubaker gave the dealers the sta- 
tistics. They told themselves the rest. 
A dealer from Pennsylvania asked a 
Michigan counterpart how crops were 
in his area: “Looks like a good year,”’ 
came the answer. 

A man from Ohio asked the same 
question of a dealer from Florida. 
Even the southerner’s smile had a 
drawl to it: “They comin’ around.” 

Although company sales are down, 
sprayer sales are up 9% over last 


35 


veal And signs look vood tor even 
more increased sales activity in spray 
ers. The farmers have the money and 
crops are pretty good. ‘he consolida 
tion of small farms into bigger units, 

ch some say is making the farmet 
American 
dian, is a welcome trend at Myers. 


vanish even faster than the 


> 
Bi 


ibaker says consolidation results in: 
fewer customers but better istom 
ers with more money to spend than 


} 


ver before for what business and in 


stry has to sell. 

He explains: “When two men 
irmed the land, neither could afford 
tractor. Nor indeed did either need 
ne. When one man farms two tracts 
land he both needs a tractor, and 
can afford one. So, we have lost 
istomer Tot 

It is t 

needs a sprayer.” 
are big ticket items. The 
sprayers in the Myers line range 
from $3,144 to $8645. Xk 
Donald Campbell, Jr., 
NI vers account executive for Nel 
jrum & th, Inc., Cleveland 


dvertising agency, the firm 


rained a 


price 


ording to 


Fewsn 
nvests 
pproximately $90,000 to $108,000 to 

idvertise sprayers. 
He broke dow the 
al advertis ng 


$250-300,000 : 


( ompany *s 
budget: Total 
90° of that 
OU, 


dget: 
water systems and sprayers; 
the 90% tor water systems, 40 
sprayers. 

I \ Myers adr ts that on 


a bas s 
sales volume ra more mone 
percentage wise into sprayers than we 
do our «water systems.’ 

“Up until a few years ago,” savs 
\I vers 
was a national job. Any local adver 
t local dealer. 
found that be 


| 
we telt our idvertising wb 


y was up t 
However, we 


use of the variance in markets 


tween water 


systems and sprave 


a tremendous waste 
In some or oO 
tising. 
In water \ *ms ind spravers 
individual 


where we 


there are potential 
markets it strength 


ild show our 


more 


strength. sure we 
tremendous cost per thousand go 
into national Magazines to pro 
water systems. But we reach 
comparatively speak 

live on farms or in suburbs 
of municipal water districts. 
re not throwing national ad 
tising out. We're always going to 
Sut it won't be as extensive 

- concentrating on regional and 
areas where our sales potential 


*Aatel than throughout the coun 


pla ed 


il farm publications and growe 


prayer advertising Is 


rAaZINeS, 


In the past, Myers has kept more 
than an arms length away from co 
operative advertising. But with pres 
sure from local dealers for more ad 
vertising help at the local level, the 
company introduced a form of co-op 
advertising at its July sprayer deale: 
meeting. 

Myers will match a dealer’s advei 
tising investment for sprayers exclu 
But only up to a $100 maxi 
mum. Ey 
a step. If 
program, we may go higher.” 

Myers (both the man and the con 
pany) wants to see this money go tor 


sively. 
“This is only 
we find success with this 


Myers says: 


dealer demonstration advertising. One 
efforts of the 
meeting was to instill in dealers the 


of the major deale: 
importance of demonstrations to thei 
local farmers. 

‘The first morning of the meeting 
found dealers, salesmen and compan 
Chase 
Ashland where the) 
chased sprayers up and down rows of 


executives motoring to the 
Fruit Farm neat 


pear h and apple trees. 

It was a competitive demonstration 
Myers 
John Bean 
major competition, manufactured b 
Food Machinery & Chemical Corp. 
‘The dealers ran before and after the 
st idying the height of the 


spray, penetration into the trees and 


showing sprayers in action 


sprayers (the 


against 


sprayers 


feeling leaves both on the near and 
rar sides ot the trees tor moisture. 


Once the 


they had a 


were convinced 
Loyal Duffy 


sprayers, told 


dealet ‘ 
prod icf, 


¢ 


product Manager tor 


them they could earn a $500 discount 
on the pur hase of a sprayer if the 
would guarantee to give five lo 


e“¢ — 


S. I. C. MANUALS 


In the July 10 “Survey of In- 
dustrial Buying Power” it was 
incorrectly stated that “Stand 
ard Industrial Classification 
Manual, Vol. 1” was available 
through the Government Print 
ing Office at $2.25. 

This manual is out of print. 
A new manual called “Standard 
Industrial Classification Man- 
ual” is now available through 
the Superintendent of Docu- 
United States Govern- 
ment Printing Office, Washing- 
ton, D. C., for $2.50. This new 
manual contains the revisions 
of classifications which will 
take effect in the 1958 Census 
of Business, to be conducted 
next year, and to be published 
in 1960. 


ments, 


demonstrations to farmers with that 
sprayer. 

Previously, Myers sent personnel 
from Ashland to dealers’ areas to hold 
the demonstrations. Now the company 
is putting the job right in the dealers’ 
laps, and at the same time making it 
worthwhile for both parties. 

‘The dealer meeting is, according to 
I'v Myers, a good example of the 
new policies adopted by the company 

nce 1952. Among others: 

1: Realignment of the sales force. 
Up until April of last year, all sales 
men sold the full line of Myers prod 

ts. ‘They were then split into two 
divisions; one handling strictly water 
systems and the other selling all other 
products including sprayers, water 
conditioners and irrigation systems. 

Of the +2 man force, 19 sell wate: 
systems, five sell sprayers and five sell 
conditioners. ‘The rest handle 
Myers: 
is toward complete spe 

alization nationwide as individual 
markets make it economically feasi 
ble.’’ [Water systems are sold 100% 
to distributors to dealers. 


water 


than one line. Says 


Our trend 


more 


WwW ho sell 


sprayers are sold dire tly to dealers. | 


2: Meetings of the company’s sales 
men have “changed from a presenta 


tion to a participation type. 


3: There has been a general change 
n Myers’ public effort 


toward customers, employes, 


relations 
trade, 
and dealers. ‘Vhe department has been 
given a “healthy” budget 
ince ’52 and the staff has grown from 


Increase 


three to eight. 


y 


+: Myers “has established a good 
solid budgeting program. Previously 


this was very loosely handled.” 


5: Middle management functions 
have been strengthened with more de 


sions NOW made at this level. 


‘These are just the beginning steps 
in the Myers drive toward a $25 mil 
Among other 
according to Evy Myers: “a change 
from a selling concept to a marketing 
concept. Decentralizing control ove 
direct sales efforts.” 

‘The company is also keeping an 
eye out tor opportunities to diversify. 
Aside from plans for “allied neu 
products now on the drawing boards, 
Myers is looking for products we can 
manufacture for others to sell.” 

The immediate forecast: Power 
sprayers should hike up fall sales. 
Then next year, watch out! Ev 
Myers expects the company to 
“Shock”’ the water systems industry. 
It’s too early for him to explain how. 

But don’t say you haven’t been 
warned. ° 


lion volume. factors, 
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WHAT DO FOOD CHAIN STORES SELL? 


Food chain sales in 1957 came to $21,500,000,000. Hundreds 
of products and thousands of brands contributed to this 
sales volume. If your product were to capture 

just one-tenth of 1% of total chain 


sales, you’d be doing $21,500,000 


worth of business. They represent quite a market! 


% of sales in 
total sales millions 


$5,289 
2,171 


24.6% 
10.1% 
44% 946 
4.2% 903 
4.1% 
2.8% 
2.6% 
2.6% 
2.5% 


PRODUCE 
FROZEN FOODS 
BREAD, CAKE, SWEET GOODS 
CIGARETTES AND TOBACCO 
DETERGENTS AND SOAP 
CANNED VEGETABLES 
REGULAR COFFEE 
COOKIES AND CRACKERS 


24% 
2.4% 
2.3% 
1.8% 
1.8% 
1.6% 
1.4% 
1.4% 
1.4% 
1.2% 
1.1% 
1.1% 
1.1% 
1.1% 
10% 
1.0% 
1.0% 
1.0% 
1.0% 
1.0% 


FLUID MILK AND CREAM 
HEALTH AND BEAUTY AIDS 
EGGS 
MAGAZINES, BOOKS, STATIONERY 
PAPER PRODUCTS 
CANDY AND GUM 
BUTTER 
CANNED FRUITS 
DRESSINGS, SAUCES, CONDIMENTS 
SUGAR 
HOUSEWARES 
ICE CREAM 
INSTANT COFFEE 
MIXES, BAKING SUPPLIES 
CANNED JUICES 
PET FOOD AND SUPPLIES 
HOUSEHOLD SUPPLIES 
SOFT DRINKS 
CEREALS 
CANNED AND DRIED SOUPS 


Items with Less than 
1% of Volume 


% of total 
sales 
Canned fish 9% 
Margarine 


Baby foods 
Canned milk 
Cleansers, laundry supplies 


Pickles, olives, vinegar 
Potato chips, party snacks 
Preserves, jams, syrups, honey 


Canned meats 
Lard, shortening, oil 


Dried fruit and vegetables 
Cheese 

Desserts 

Flour 


Tea 
Macaroni products 


Wexes and polishes 
Spices, extracts, salt . 


Nuts 
Peanut butter 


sales in 
millions 


$193 
193 


172 
172 
172 


150 
150 
150 


129 
129 


1038 
108 
108 
108 


86 


2.4% UNCLASSIFIED INCLUDES BEER, WINE, DIETETICS, SPECIALTIES, NON-FOODS, ETC. 


Source: Chain Store Age “food Chain Newsietter’’ 
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This Is Strategic Planning 


BEFORE CAPITAL WAS INVESTED: This is The Foy Paint 
Co. store in Richmond, Ky. The vice-president in charge of stores 
for Foy Paint, George W. Schneider III, reveals his company 
decided to open a store in Richmond because Richmond met 
these tests as a market (Sales Management's Survey of Buying 
Power figures were used): 


1, Its population is 12,600. Foy’s minimum is 10,000 population. 


WALLPAPER 18 
ROOM -LOTS 2. Lumber, Building Material & Hardware Sales were, at the 
ee | 

time the store was opened, over Foy’s minimum of $1,500,000. 


PORCH ¢ FLOOR M ici 
PAINT SALE &-~ 


3. Quality figure is 76. While this is low, it is not dangerously 
so, in that Foy has successful operations in areas with ratings 
as low as 75. 


4. Per capita income is $1,176. While this is also low, it is over 
the figure which Foy considers the minimum ($1,000) for its 
particular type of products. 


“The fact that the area,” states Schneider, “was over each of 
our minimum figures, and in a section of the state where we 
lacked market penetration, indicated that our financial risk in 
opening the store would be at a minimum.” 


How to Reduce the Risk 
When Entering New Markets 


lf you sell through dealers . . . or through your own stores: Because we market in eight states 

in the Midwest, isolated regional 

surveys are inadequate. We must have 

comprehensive statistics, which pro- 

2. Use national data, even though you sell onlyinaregion, vile @ standard, ph granted 

= se ‘ _ . parison purposes. Ant we must Nave 

to avoid pitfalls in inadequate, regional surveys. data based on metropolitan, as well 

as city and county areas, for our stores 

This is the experience of Foy Paint, which has quadrupled sell both wholesale to dealers, and 

painters in their entire metropolitan 

area and retail within their immedi 

ate sphere. The Survey of Buying 
Power provides these data. 


|. Pick a yardstick proved by sellers of consumer products. 


the number of company-owned paint and wallpaper stores. 


In using the Survey, our first and 
basic need is to know what areas are 
worthy of investigation, as possible 
distribution points. 

Accordingly, in establishing or ac- 
quiring the 
region, we look first to the Survey's 
n paper outlets. It is in the area of this state maps, which chart 
ind pla cities and metropolitan areas within 

the state as to net effective buying 
income. ‘This provides a quick, graphic 
guide. A glance at the map reveals 
the exact areas where coverage may 
be most profitable. 


By GEORGE W. SCHNEIDER Ill 


Vice-President in Charge of Stores 
The Foy Paint Co., Inc. 


first store in any given 
Norwood 


} 
n 


established paint and wall 


counties, 


and Jo 


nishes, 


nned expansion program that our 
NI ANAGE- 
MENT’S Survey of Buying Power lies. 

We have found it a valuable aid 
both in long- and short-range plan 


is used as a guide in l. de- 
itl 


s are sold in primary use of SALES 
in company-owned 
[here are 
mpany-owned stores, and ap 


ximatelv 1.000 dealers. ning. It 


1 through dealers. 


> are Foy and Johnston stores 
l states. [hese sell wallpape: 
and a complete range of allied items, 
n addition to paint, varnishes and 
lacquers. 

Ihe Foy Paint Co. has quadrupled 


the number of its company-owned 
paint and wallpaper stores in the past 
six years, both through the opening 


of new stores, and the acquisition ot 


38 


termining what localities to go into 
with new stores and warehouses; 
2. screening possible acquisitions to 
learn whether the sales potential in 
the area is such that the outlet could 
be brought up to the standards of our 
own successful stores; 3. measuring 
whether a given region is sufficiently 
promising to permit a possible mul- 
tiple store operation in the future. 


In considering the addition of new 
stores where we already have dis- 
tribution, we use the Survey's break- 
down of cities by suburb or region. 
The finer that breakdown, of course, 
the more useful this information is in 
determining which areas within a city 
merit consideration. 

Given this ready-made guide to 
high potential areas, we next review 
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Winchester-action, 
Custom-made .219 Cal. Rifle 


@ You can really draw a bead on one of America’s richest markets *THE 45-COUNTY TRADING AREA 
when you use The Star and The News. Here you can hit over 2,000,000 THAT'S BIGGER THAN YOU THINK! 
people with more money, more spending power per family to buy 

the things you sell. In Indianapolis alone the average annual income | | Population: 2,117,100 
per family is $6,865 .. . 15.6% above the national average, and 15th | Income: $3,740,248,000 
among cities of over 600,000.t And The Star and The News give Retail Sales: $2,472,792,000 
you 56.4% coverage of the area. Write for complete market data. Coverage: 56.4% By 


The Star and The News 


+Sales Management, Survey of Buying Power, 1958 rf 


oo 


7 Zig STAR wn... 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 
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mnie % £ marl 
Ss a simple matter of mathe 


to obtain this information. ‘To 

we use a typical, successful 
yperation as a factor, having dete: 
mined what percent of the total lum 
building and hardware dollar 

\at store accounts for annually in its 
irea. This percentage, applied to each 
locality under consideration, allows 
is to project the approximate amount 
gross potential in the area, and 
comparisons on this basis. 

} 


does not mean that no other 


the Survey of Buying Power 


into conside 


Cou 


> do not become unduly 
low quality rating, for paint, wal 


sS are! “quality 
Surveys definition. 


mu h lows 


areas in which we 
profitable oO 


| tT nitely be Co! 


< still another 
eration. Wher 


ifio 


Lookee, cookie! 

Fifth among major magazines in 1957 
in number of recipes published 

was Successful Farming! 

SF families grow little food, 

are big check-outs in supermarkets. 
Choice prospects for all consumer goods, 
as well. And why not? 

With an estimated average cash income 
from farming—around $10,000! For years! 
Be even better this year. 

No medium can match SF influence 
with this important market segment 
little penetrated by general media! 

For sales, for better balance 

in your national advertising effort, 


use SF. Get details, any office. 


Successful Farming ...Des Moines, New York, Chicago, 


Philadelphia, Cleveland, Atlanta, San Francisco, Los Angeles 


+ 


of goods. If it is far above aver 
on the other hand, it signifies 
most of our products will be 
bought out of the area. Families in 
higher income brackets generally have 
painting and papering done by a con 
tractor, who makes his purchases in 
his own neighborhood, or in a down 
town store. 
Ihe amount of competition, which 
s a matter for field survey in the area 
inder consideration, is also given 
ht in our final decision. All 
ings being equal, then, the locations 


welg 
+} 


hosen. o! the acqg sitions purchased, 


e those which the Surwey of 
Buying Power has indicated are in 
with the greatest potential, and 
our financial risk will thus be 


1 minimum. 
Many Are The Uses .. . 


In addition to the utilization of the 


in our planned expansion pro 


+ + 


we also use its statistical data 


following ways: 


lo keep Ou! supe Visors (who 


are responsible for the direction 
f outside salesmen in the eight 
state area, and for the develop 
ment of their region) cognizant 


f ¢} t , f +] 
yy the potential of their terr 


tory 

Io equalize territories. ‘These 
ire primarily ‘tt on a geo 
graphic basis, in view the 
stores we already have in op 
eration. But relative equality of 
tl n each is an in 

} 


on secondary 


] 
le potenti: 


t 


l’o help fulfill our responsibility 
to persons wishing to become 
lealers by opening a paint and 
W illpaper store. We 


; 
these prospective dealers with 


prov ide 


maximum guidance, including 
Survey statistics which indicate 
whether the potential of the 
area in question will justify the 
being 


size of the operation 


planned 
lo keep watch over our prog 
ess in each area. When the new 
Survey is released 
is studied to learn 
are developing at 
commensurate with 
nity’s growth. 


all, the Survey is of great 

use in many of the stores division’s 
undertakings. It provides us with a 
basic source of statistical information 
which is a guide in our day-to-day 
‘ll as in both long- and 
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These are good times for small 


towners, Grit advertisers, and Grit 


There's only one Utopia in the U.S.A. and it’s in 
Uvalde County, Tex 

But skies all over Grit territory are blue these 
days 

The economic unease plaguing big-city centers 1s, 
by and large, bypassing small towns, which are 
still riding the crest of prosperity. Employment has 


held up in them, and, as the natural shopping 


centers for farmers, their economy is reflecting the 
upturn in agriculture 

These are facts which have not been lost on 
astute ad vertisers 

In the face of declining advertising revenue for virtually 
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every mass-market magazine, Grit posted an increase 
for the first six months of 1958. 

Circulation is up, too. Grit now delivers more 
than 4 million readers, more than 900,000 circula 
tion, in 16,000 small towns coast to coast 

Now more than ever, it makes sense to advertise 
where people are prosperous. Now more than ever, 
it makes sense to turn to Grit. 

You can do so quickly, for closing is just nine 


days before each Sunday’s masthead date. So do so! 
Grit Publishing Co., Williamsport, Pa. Represent d 
Meeker & Scott in New York, Chicago, Detroit, Philadelphi 
Doyle & Hawley in Los Angeles and San Francisco 


How to Win a Share of the Market 
Before You Have a Product to Sell 


McKiernan-Terry Corp., old-line manufacturer of pile 
hammers, was cruising along on its biggest share of the 
air-steam hammer market when three competitors showed 


up with new diesel hammers. Here's the story of the 


strategy the company followed to overcome the crisis. 


By NATHANIEL GILBERT 


deginning to 
diesel hammers to the 
narket in 1954. McKier 


had enjoved a two-thirds 


pile hammer 


tne domesti 

as long as anyone could 
; Now the new diesel units 
self-generating and more 
were about to make se 


into McK-T’s 


t hegemony. 


1 field. To be 
4 ah Le <r" 
riven hammers , a Mend tS a og 
right; but you 1 ; J pra 4 P F ‘ 5 ete Se 
‘ . call StS. a 
a separate gen 
plant with each pile driver. 
hose lines to worry about 
: 


GETTING a bang out of the building boom, McKiernan-Terry’s new DE-30 diesel 
pile hammer gets set for a lusty thrust at a steel column for the New Jersey 
Garden State Parkway. Company loaned out prototypes to pave way for sales. 
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“Trade Mark Service in the Yellow Pages is a 
vital part of our national advertising,” 


says BERTRAM GIVEN, President, WASTE KING CORPORATION, Los Angeles, California. 


WASTE KING PULVERATOR 
In the past ten vears. Trade Mark Service has helped Waste King become Most Efficient Operation 


me of the world’s largest manufacturers of household and commercial Safe - Dependable - Quieter —— 
arbage disposers A Complete Line of 
0 


— and Commercial 
‘ rbage Disposers 
Listings of Waste King authorized sales and service agencies under out 


trade-mark in the Yellow Pages impleme nt a national program designed “WHERE TO BUY IT” 

to serve Waste King customers promptly and efficiently. HOME MODEL DEALER 

Lee Kimball Co 119Cana! CApito! 7-0250 
“Today, with an expanded product line, we require more than ever the WHOLESALE DISTRIBUTORS 
Sales and service 1elp ender 00 sers D classi » irectories all RAY L COMPANY 
iles and \ helj rendered t ur user y classified directori il G y SALES eatin hi 
over the country REPUBLIC PIPE & SUPPLY 

1341 ColumbusAv Arrisn 7-5100 
More and more national advertisers rely on Trade Mark Service in the COMMERCIAL MODEL DEALER 
Yellow Pages to direct sales to their dealers and distributors. Find out Lee Kimball Co 119Canal CApitol 7-0250 
SERVICE AGENCY 


APPLIANCE ENGINEERING 


how Trade Mark Service can make your advertising pay off at the local af 
level. Call your telephone business office. 709Beacon ... ORF ith 6-261 


WASTE KING’S TRADE-MARK and sales message identify 
authorized Waste King dealers and direct sales to them. 
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had been tal 


COT pari\ 
IMpany 

1 
velopment 


ld be pl 


} 


> tho 1lg@nt of di 
new lebensraum 
st diesel pile hamme 


this count! 


manufact 
? 
Finally 
, 
nougn ft 
contract 


Homer City, P 


pment 


U} 


Frederick had cor 


tel vith +} 


French company to bring out 


g a Sut 
diesel hammer; while in Ge 
many, Delmag, the original 
hammer manufacturer, revived its 
product under the aegis of West Ge 
many’s Both 
European products and the Syntron 
introduced to 
MecK-To de 


1 


esstul 


diese] 


post-war renaissance. 


were being 


market when 


hammer 


its share ot r 


] met! ot ts 


MIcK-1 the Fr 


nammeét 


decided to acquire the Frenc! 
and Len Frederick’s U.S 
Frederick willing to 
insufhcient 
and servicing problems had made the 
going rough. Soon he and McK-T’s 


engineers were hard at work redesign 


franchise. was 


1 
Listen ; 


promotion 


ng the French hammer for the Amer 
in market. 

We wanted to establish ourselves 
not a hind-runnei 
field,”’ Bob 
got the Frenc!] 


rorerunner, 
hammer 
Compton. ‘When we 


namme! 


liesel says 


n our test stand, we 


+ + 


1 
sre Was a iot more to 


ye. It we were going 


to attach our name and reputation to 
this new product, we 


make it a first-rate 


would have oO 
piece of equip 
ilike some 
a big 
We 

and rum an 
This that 


might be a considerable length of time 


foreign 
stake 
wouldn't be 
importe 
there 


ible to sell 


might do. 


meant 


between our receipt of the French 


1 the final McKiernan 


= 
nodet ana 


erry prod icf. 
Iwo other considerations forced 


> oO I 


move as quickly as possible. 
[here was a sharply increasing nun 
j 


1-access 


+} 


as le 


ber of skyscrapers and limite: 
oads being built. Such 
New York Thruway, the New Je 

sey Turnpike, the West Virginia and 
West C 


ridges over every 


1 


roads 


oast Freeways required 
intersection, rive 
ailroad crossing and, in many cases, 
elevated structures to hold the higt 
ways above street grade in the cities. 


[hat meant a great deal of pile would 


Recognized Brands 


“You might compare selling unknown brands at bargain base 
tree-cutting practices of the wildcat 
lumbermen of fifty years ago. They moved through the forests 
leaving unproductive land behind them. This is quite in contrast 
with today’s careful re-forestation plans. 

an unknown and unsupported product you 
leave a dead stump behind you. Sell a recognized brand and you 
plant seeds of your future business. In short, do the big things 
for the brands that do the big things for your business.” 


ment prices with the 


“When you sell 


Ross Corbit 
President 
Hiram Walker, Inc. 


be used to support such highways. 
Contractors would be on the lookout 
tor new pile driving equipment. It 
we could let them know that McKier- 
nan- Terry was in the diesel hammer 
business, they might be induced to 
wait and see what we would come 
ip with.” 


Ihe third 


ming of 


consideration was the 
ARBA (American 
\ssociation ) 
show,” Compton ex 
is held about once 
is literally the big 
in the country. Ever 


Road Road 


Show. 


yest exposition 
substantial manufacturer of road 
building and road maintenance equip 
ment—including many foreign con 
panies that are members of the ARBA 
group, the International 
Road Federation—comes with repre 
sentative We knew the 
show, which was in the planning for 
about 


would be held 


associate 
equipment. 


five 
January 
That gave us just two 
hammer 
salable item. But even if it were pos 
sible to the development 


how 


develop Ou! diesel into 


compress 


time trom five to two 


would we be able to secure a place 
n the new product market before ou 


2 


ompetitors had it sewed up: 


years, 


Four-in-One Campaign 


“We decided to dovetail oul prod 
ict development program with ou 
sales program. Actually, it turned out 
to be a combination product develo 
market testing and 
sales promotion campaign all rolled 
nto one. By June 1956, we had al 
eady built two French-fathered M 
Kiernan-Terry which 
proved that we at least had a work 
able, if not salable, tool. We decided 
to take a gamble: We announced we 
were in the diesel hammer 
held a party and made a 1 
of eight improved prototypes invol 
ng $100,000. 


ment, field testing 


= 


prototypes 


business, 


press 


To secure sales for the as-yet-un- 
born salable hammer, Compton and 
his 47 independent distributors offered 
hot prospects this deal: Backorder 
guaranteed perfected hammer and 
we'll lend you a workable prototype 
to help you through your peak build 
ing season during the interim period. 

The $100,000 product loan pro 
gram worked out well. Those con 
tractors who were mindful of McK 
T’s 50-year leadership in the field but 
still skeptical about the new hamme: 
paid transportation costs and got thei: 
“working prototype’ into service. Dis- 
tributors brought other prospects 
around to see the models in the field, 
and Compton received enough field 
reports and backorders to get under- 
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’ Actually, total effective buying income of more than $2.7 billion 


/ More effective buying income than Dallas and Fort Worth 
metropolitan areas combined 


e THE SACRAMENTO BEE 
e THE MODESTO BEE 


ALL THIS AT LOW RATES! In the newspaper field only Mc- e THE FRESNO BEE 

Clatchy gives national advertisers three types of discounts * 

.. . bulk, frequency and a combined bulk-frequency. Check “Un 

O’Mara & Ormsbee for details. Qs 
a7 


/ Not covered by San Francisco and Los Angeles newspapers 


Data source: Sales Management’s 1957 Copyrighted Survey 


M<cCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . O'MARA & ORMSBEE 
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HOW DOES YOUR BRAND 
RANK IN IOWA? 


mail this coupon 


and find out! 


958 Iowa Brand Inventory Report shows 

1 the per cent of use by product and brand 
167 different items from food to furniture 

vs you the per cent increase or decrease 
product and brand from 1953 to 1958. It 
compares product and brand use in cities and 
towns with rural areas gives you a complete 


picture of the lowa market 


(i. 
\ FROZEN ©2eA™ 


PEAS P| 


However you look at it, the only effective, 
economical way to sell the entire Iowa market 
is advertising in the Des Moines Register and 
Iribune. Its papers are read by 70% of Iowa's 
2.7 million people. Covers a whole state better 
than most newspapers cover their city of 


publication 


DES MOINES REGISTER AND TRIBUNE 


Gardner Cowles, President 


Combined daily: 350,000 


e Sunday: 500,000 


Represented by: Scolaro, Meeker and Scott + Doyle and Hawley 
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idli 

done, those eight prototype hammers 
worked out economically as well as 
Se Wy”? ' } 
promotionally, says Compton, who 
idmits he had a tough time keeping 
track of the hammers while they were 


shitted around the yuntry trom con 


\ ll ‘ than ny 
way we had been able to think 
l 
ot. Three of the hammers are still out 


on loan, a few have been sold at a 


the balance, which are 
ised as demonstrator mod 
-ventually be sold on the 
rket. In the end we 

ot pocket about 

and even a rela 

like McKie 


rd a $16,000 two 


Sideshow Featured 


Comptol ilso « 


good showing a e 
Show for McK-T’s healthy cl 
million market. Coincident 
big show at Chicago 
1 of the AED 
pment Distribu 
iad all 
irtually 
ge body ot the 
me place at one 
ggest bid for new 
ig show, we not only had 
DE-30 on display 
to unveil our first DI 
ght diesel hammer. To 


iged to have one 


" 
pe working models in 
oject in Chicago. We 

service—as many as 
trips a day—from the 
ynstruction site as an 


SaVs ( ompton 


s Compton intend to use the 
der-loan system to promote new 
vpes of hammers in the future? 

“That depends,” says the 34-year 

Slx-Toot three engineer whose 
kground includes stints as an in- 
dustrial engineer and toy salesman 
since his graduation from Princeton 
in 1945. 

“Right now we have 17 patent 
claims on a new principle self-gen- 
erating hammer that should revolu- 
tionize the industry when we get it 
properly developed. But this baby will 
take plenty of time and not, we hope, 
get launched prematurely. We’re sell- 
ing diesel hammers now. We think 
they're the best in the market. We 
prefer to build our market like a new 
highway—with a good foundation.” % 
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Here’s proof... 


TROY SALES 
RANK HIGH 


The area covered by The Record News- 
papers of Troy, N. Y., is listed by Sales 
Management, Inc., among the top 168 
areas where retail sales are in excess of 


$10,000,000. 


Retail sales for the Troy ABC City Zone 
are estimated at $164,218,000 or $4,254 
per household, $279 above the national 
average. 


You can see why it pays to advertise in 
The Record Newspapers which provide a 
saturation coverage of the city zone of six 
communities. Why not write for more de- 
tails? 


The Troy Record 
The Times Record 
Troy, N.Y. 


EXE 


Why Shell's Local Men Check Ads 


® They have special knowledge of local media 


®@ Under decentralization they must show initiative 


@ They merchandise Shell ads at dealer meetings 


recently com 
lecentralizing its 


ind Sales promotion a 


to the extent of putting a 
man in charge of them in each of its 
18 sales divisions. “The program began 
five years ago in some divisions, so 
it has been in effect long enough 
its advantages, from 


1e standpoint of both main office and 


to demonstrate 
+] 


] 
local managements. 


‘I he obvy ious reasons for inder 
taking the program were to save time, 
eliminate red tape, and encourage 
autonomy and assumption of respon- 


at the lo al level 


“ ial reasons 
for wanting the change: the location 
of its marketing areas, the dive 
ts competition, and the speed wit! 
which competitive moves must be met 
n the highh 


compet tive oil ndustn 


Approach Is Flexible 


Shell distribution is chiefly on the 
Fast Coast, in the Middle West, the 
Far West, and in certain sections of 
the South. Marketing policies differ 
n various parts of the country. In 


+ 


1 
some of these areas th 


e firm’s prin 
ipal competition may come, for ex- 
ample, from a marketer of two grades 
of gasoline; in others, from marketers 
of three grades. Though national o1 
nstitutional advertising can _ help 
sales in such areas, there is also need 
tor an approach tailored to meet local 
conditions, and geared to shift dire 

tion rapidly, if need be. 

Another advantage a local man may 
have is special knowledge of media, 
beyond size of circulation. If two 
well-established TV stations dominate 

the head office in New York 
, J. Walter 


hompson Co., would normally lean 


a market 


ind its advertising agency) 


toward the one with the larger audi 
ence or the greater signal range. Yet 
the second station might be a bette: 
buy. This could be true if the weaker 
station had a stronger appeal in the 
neighborhood of Shell stations, or if 
the character of its programming fits 
the pattern of Shell’s best prospects 


(continued on page 50) 
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A Day in the Life of a Shell 
Division Sales Promotion-Ad Rep 


7 A.M. While dressing and eating breakfast, checks 
several radio commercials, selecting different ones each 
day. Since Shell may be using as many as half a dozen 
different participations per day in any division at a 
given time, it is impossible to check all in one day. 


8:30 Athis office, reads mail, dictates letters, handles 
other paper work. Conferences with people in the office 
and from district offices. Example: The division retail 
manager may drop in to arrange a station opening 
celebration, or the fuel oil manager may want to talk 
about arranging a fuel oil presentation for dealers. 
Telephone calls. Example: One of the district managers 
may tell of something amiss with radio commercial. 


10:30 Leaves office to visit a district manager 50 
miles distant to discuss a new cooperative advertising 
program for dealers. 


12:30 Luncheon with jobber located in that district 
and the jobber's salesman. Presentation of current 
advertising program to jobber, with dual purpose— 
including showing salesman how to do this on his own. 


3:00 Starts drive back to division office, taking route 
that permits a check of three or four poster locations. 


4:30 Back in own office, talks to media men awaiting 
his arrival. Holds some telephone conversations. Signs 
mail. 


6:00 Heads for home or, perhaps, participates in a 
salesman training course, discussing Shell's advertising 
policies, or sits in on a dealer conference, or rides 
around checking some of Shell's lighted semi-spectacu- 
lar signs. 


7:00 Checks the commercial on the local TV show. 
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SYRACUSE SUCCESS STORY 


Early this year a group of community leaders set out to raise $6 million 
in metropolitan Syracuse for a new Community Hospital. Fund-raising 
experts estimated it was the maximum amount that could be raised by 


voluntary contributions in Syracuse. Skeptics said it just couldn't be done. 


Today, the Community Hospital Fund has more than $7 million in 
contributions, /t is the largest amount ever raised in a single hospital 


campaign ina culy of ( omparable SIZC. 


It takes a variety of elements to make a great market: — Population... 
diversity of industry . . . stability of employment . . . spending power 

. strategic location . . . and people with heart. Syracuse has all the 
qualities of a great market. It is the shopping center of one of the 
nation’s foremost growth areas . . . a 15-county market with $2 


billion annual spending power. 


No other combination of media reaches the 15-county Syracuse 


Market as effectively and as economically as the Syracuse Newspapers. 


Represented Nationally by Syracuse is 
MOLONEY, REGAN & SCHMITT America’s No. 1 Test Market 


the SYRACUSE NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
Evening Sunday Morning & Sunday 


CIRCULATION: Combined Daily 241,159 Sunday Herald-American 205,658 Sunday Post-Standard 109,060 
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When To Increase Pressure 


a key man in the manu 


department about new 
Icts, gasoline motor oil. 
covered was 
ICP, with en 
importance 


high 


recently 
iper Shell with 
} t 


phasis on its growing 


subject 


Niner 


because of the wide use of 


ompression engines today. ) 


Discussion of the year’s advertis 
) market, and the 


y meetings, one in 
district, is held with the sales 


promotion-adverti representative, 
the key people from the district, and 
the sales staff. “here may also be 
present a main office representative 
New York 
ye Walte: 

these meetings is to pass on 1n 


tion and suggestions obtained at 


tron 


1 a member of the 


‘Thompson staff. Purpose 


k-off meeting, and to bring 
il people 
1, 


ision S advertising and 


sales pro 


otion program. 


neetings takes 
each divi 


with 


ft dealer 


lly dinners, 
full-scale presen 
rtising campaign, 
There are 


ertising helps dealers ; 


nd slides. 


tie in; and what their 


lling job is to be. 


to participating in the 
rger meetings, the advertising-sales 
promotion manager conters about once 
month with key people in his own 
to review programs and ex 

ideas. Specifically, he strives 
to have the staff, from division mana 
down, understand the objectives 


lvertising campaign, and to 
hat they believe in it and 
prove of it. 

‘The company s cooperative adver 
Is reviewed and discussed too, 
various 


imes. (Shell splits costs with dealers 


various groups and at 


on most torms of co-op advertising. ) 
Last December, for the first time, 
‘a ’ 


he firm's sales promotion-advertising 


We do have a deep belief that inasmuch as we increase pro- 


duction and engineering when the work load in production and 


engineering increases that we should likewise increase sales and 


promotional activities in a period of business downturn. 


J. R. Sebastian, President 
The Rapids-Standard Company, Inc. 
Grand Rapids, Michigan 


representatives gathered at Asbury 
Park, N. J., for a week-long session 
of study, briefing from head office 
executives and the agency staff, and 
plans for the coming 
One subject covered was the 


discussion of 
year. 
effectiveness of Shell’s national adver 
The men were told that 
Shell's local news, weather and sports 
TV shows reach twice as many people 


per dollar as the best network shows 


tising. 


... that last year’s advertising in such 
mass circulation magazines as Life and 
The Saturday Evening Post was 
read and remembered by 42 more 
readers than average. 

Also on the agenda: a preview of 
the 1958 Spring Dealer Meeting skit ; 
presentation of ideas for merchandis 
ing pump island lube bays through 
advertising; and, in New York, a 
tour of the J. Walter Thompson Co. 
Shell’s 


commer ials are 


ofhices, to see how national 
advertisements and 


put together. 


The Program's Still Young 


Shell’s 
advertising and sales promotion a 
‘The 
hold 


ing one of these posts has been on the 


program of decentralizing 


tivities is still relatively new. 


oldest man (in point of service 


ob approximately six years; the new 
est, only about six months. 

Some of these are advertising- 
trained men, with a background of 
experience in the 
head office sales promotion-advertising 
department. But the majority are 
men of solid sales background, while 
several have had sales management 
experience at the district level. Like 
all staff members of Shell’s divisions 
and districts (including salesmen), 
the advertising-sales promotion mana 


sey eral years of 


gers are salaried. 

Shell has found that it is usually 
easier to train a good salesman in the 
rudiments of advertising than to teach 
a good advertising man to sell. Selling 
seems to come only from experience, 
the company’s executives believe. Con 
sequently, most of Shell’s key adver 
tising people were originally on the 
sales staff. 

Shell’s sales have steadily 
since 1949. Volume for 1957 was 
$1,764,602,000, more than double the 
figure for 1948. There are many 
factors involved in the rise, and no 
one can say to what extent 
tralization of advertising and _ sales 
promotion has helped. Management 
believes the program is working—and 
very well—and that it will work even 
better as the division sales promotion- 
advertising managers become experi- 
enced enough to assume greater re- 
sonsibility and to make more decisions 
on their own. ® 


risen 


decen- 
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Sales Managers 
are specifying 
J, [ A) direct service 


COLORADO SPRINGS 


PUEBLO EVANSVILLE 
OWENSBORO 


WASHVELLE 


ONE 
STEP 
ACROSS 
» THE 
Here’s why... E> NATION 
a 
° D-C is FASTER—One-carrier direct service from coast-to-coast. 2-man 


sleeper cabs go straight-thru with no transloading—cuts 20% off run- 
ning time. 
e D ~ C is SAFER—One-carrier responsibility from pickup to delivery assures 


safe arrival, speeds tracing. 


bd D.C is MORE DEPENDABLE—One carrier control means experienced 


personnel, modern equipment and facilities all the way. 


Get new customers — 
TERMINAL CITIES 


Albony, New York...UN.9-8416 Los Angeles, Cal..... keep them 
Buffalo, New York......RE.3910 — tNashville, Tenn satisfied—with D.¢ 
Chicago, Illinois. .... . LA. 3- New York, New York.LO. 
Cleveland, Ohio .9- (N. Bergen, N. J.). .UN. the coast-to-coast 
Colo. Springs, Colo. . . ME. 2- tOwensboro, Kentucky MU. . 

Denver, Colorado... .DU. 8- Phoenix, Arizona. . te .AL. choice for 
Detroit, Michigan Sa Pueblo, Colorado . coast-to-coast service! 
tEvansville, Indiana... .HA. 3- St. Louis, Missouri. . . . 
Kansas City, Mo .3- Seattle, Washington. . 
tLovisville, Ky . 6- Syracuse, New York. . 

'DC operators of Eck Miller—Terminol Cities 


OFF-LINE SALES OFFICES: 
Atlanta **indianapolis **Rock Island, Ill. 
Boston *Milwoukee San Francisco 
**Cincinnati Philadelphia South Bend, Ind 


Denver Chicago Trucking Co., Inc. 
*Portland, Ore. **Toledo 


*Dayton 
**DeKalb, lil. Rochester, N.Y. Washington, D. C. THE ONLY 
**Ft. Wayne 


* With Trailer Pool **Trailer Pool Only COAST-TO-COAST CARRIER 
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This is.. 


NY Ww ee 
geth: 


The colorful mid-month magazine devoted to family living. 


This phot 
eared on TOGI 
ad 


n full color 
s May cover 


rHER 
was I by 


Eugene Pownall, Economy 


TOGETHER stimulates the group interests and activi- 
ties of over 900,000 families who are active in church 
and community life. It is the ideal means for assuring 
family response to your sales suggestion. If what you 
sell sells better with full-family approval, you will do 
better when you use the exciting family magazine— 


read by all the family-TOGETHER. 


READ SY OVER 900,000 CHURCH FAMILIES 


TOGETHER the imonth magazine for Methodist families, 
Chicago 11 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Weekly . . . 

Francis J. Kaus named vice-presi- 
dent, marketing, of American Weekly 
and Puck, the comic weekly. 


Bohn Duplicator Corp. .. . 
George T. Heussner named sales 
manager in charge of BDC Contex 


Cal ilators. 


The Chicago Screw Co... . 

Robert B. Noren promoted to sales 
manager, Special Products Division; 
H. T. Thompson to sales manage: 
standard fastener products, this divi 


sion of Standard Screw Co. 


Chrysler Corp... . 
David R. Crandall named directo 
marketing staft, General Sales Divi 


sion. 


The Dobeckmun Co.... 
R. S. Jones appointed general sales 
nanager, this division of Dow Chemi- 
| Co 


Ekco-Alcoa Containers Inc. ... 
R. Wells Simmons named general 
sales manager; Art Moses appointed 


manager, industrial sales. 


James Lees and Sons Co... . 
William A. Drisler, Jr., ; 
vice-president and assistant 


sident 


Mack Trucks, Inc. . . . 

Harold R. Fouss appointed sales 
nanage s Division 
Minneapolis-Honeywell Regulator 
a ae 

James S. Locke appointed 
president and general manager, Micro 
Switch Division. 


Rayonier, Inc. . . . 
Russell F. Erickson elected presi 
dent and chief executive officer. 


Revlon, Inc. . . . 
William D. Mewhort named ex- 
ecutive vice-president, administration 


and operations 


Sales Promotion Executives 
Association .. . 

Roy M. Barnes, Jr., sales promo- 
tion manager, Dyes- and Chemicals 
Division, E. 1. du Pont de Nemours 
ind Co., Inc., elected president, Dela 
ware Valley Branch. 
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SUN CHASER—WITH TRANSCONTINENTAL MOBILITY 


the BEECHCRAFT SUPER 18 for ’58 


The eight-place Beechcraft Super 18 
RANGE — up to 1,626 miles nonstop 


SPEED — up to 234 miles per hour 


AUGUST 


is, 


For information about the Super 18 and the finest 
leasing and financing plans in aviation, see your 
Beechcraft distributor or dealer, or write Beech 
Aircraft Corporation, Wichita 1, Kansas, U. S. A, 


1958 


The 1958 Beechcraft Super 18 is designed to provide 
Men of Decision with the ultimate in quiet, restful 
Surroundings as they speed to new and broader 
business opportunities. 


Completely private passenger lounge and private lavatory, 
luggage and pilot compartments are distinctive 
advantages of Super 18 ownership. At speeds up to 

234 miles per hour, miles melt into productive minutes 
inside your own executive transport. 


But the advantages of complete privacy, of walk-around 
comfort, of having the entire continent at your command 
are just a few of the reasons why the Super 18 

is the most popular airplane of its type in the world, 


eechcraft 


_ 


cs Se Ser ass 


BEECHCRAFTS ARE THE AIR FLEET OF AMERICAN BUSINESS 
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THE HUMAN SIDE ul iwolved operation. ‘To pack 


. hipme ocean freight there 
BY HARRY WOODWARD 


» details to remember than i: 


di iplets oft to summer 


t have the measurements ot 


, dock receipts by weight 
the Collector of Customs. 
market tor Kem cards is 


rent Licenses, restrictions, meth 


en 


xis of distribution, taxes, all are part 
the confused picture. Still, Ken 
onstantly expands its overseas opera- 
tions and has gotten to be an old hand 
it overcoming obstacles. ‘To make it 
sy Tol deale sin Canad hy Kem buvs 
ta tamps in advance and puts them 

that count 
Lebanon (and 
is sure they're still peace 
Bridge ind Sweden, 
i space in the w rapper 
istoms people can put 
the ace of hearts, which 

le wrapper. 


ve?! } 
al version 


ire so old 

ilmost lost in the dark mazes 

But they came into Europe 
iries ago through who else? 

Chinese. And Kem has learned, 

\MIrs. Cote, that card players 


ld’s most conservative 


NOT A FIFTH AVENUE DISPLAY: This one is at 
Johannnesburg, South Africa. And it is proof-positive 
hat Bridge is a game played all over the world. expect is did thei 
| ‘ id I 

the cards to be ex- 

+} 


* Same size as the ones they ve 


, were. ip on. They want no liberties 
How Do You Say = " I the faces. They don’t 


i 
h about new de 


VW 7 e ene ns tor the baci 
Slam in Swahili ? Kem adds to and subtracts from its 


‘signs each year. But one of the top 
12-years-old. (Part of this 
to Kem’s enormous sale of re- 


acement cards. Since these cards, 
plastic, will last for years, it 
sometimes becomes necessary for own- 
ers to replace a card that has been 
lost or in some way mutilated. ) 
Asun Here in the States, Bridge shows 
agog no signs of dying out. The American 
in Contract Bridge League has some 
veral 70,000 members. And in Des Moines 
the local school system conducts Adult 
I-ducation classes in Bridge. Some 
olleges, adds Mrs. Cote, give credit 
for Bridge courses! 
Because cards are such universal 
objects Kem has done and continues 
he Government to do a rousing business among large 
imps on pl wing cards. \merican industries that distribute or 
fresh pack vou open. operate abroad. Standard Oil has 
ndicates that given Kem large orders for cards with 
of the deal. its trade mark on the back. It gives 
on a single these cards away to customers in 
wccount fot Central America. Monsanto Chemical 
Co. is another Kem customer. 
even a single pack of Kem “And,” said Mrs. Cote, as a part 
f the country legit ing shot, “gamblers Aate Kem cards 
people will smuggle i because our cards can’t be marked!” 
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Which of these Newsweek services can 
make your advertising dollars work harder! 
an atmosphere of integrity that adds impact to 


advertisements. This basic service is rounded 
out by many other services that make your 


NEWSWEEK’s basic service—unbiased, complete 

news reporting and interpretation—has won a 

high-income, responsive audience of business 

government and technical leaders. It provides advertising dollars work even harder 

. " DL [~ — 

Fast-Break Merchandising 
Service 


Western Area 
Advertising 


only. Eleven ae adaane message per issue, 
Hi: cepted for ‘‘Fast-Break age five day 
>» Industry 
Mailing 


Buy NEWSWEEK for the We 
western states, plus Alaska, 
tern Canadian Provinces. before 
j & Market : 

Research (jon 

Service AS eae: J Lists 


i 


wali and 


we 


Dealer 
Listing 


A library of specially compiled | 
ecutives in major industrial categories; b 
ness, professional, government leader 


NEWSWEEK’s Research Dept. cone: 
on providing a broad service of accura 
formation and analy 
——] 


ac 


obje ct ive m 


Expert Account ie 

' | Newsweek | 

| 

the magazine A 
for 


invite new dealerships. 
- = ex 4 = f | ie 
a, _—=Service isk 
. Servicing 4 
ee os o communicative 
iS a i advertisers 


A special program to bring your dealers 
into your national advertising picture—and 


Films 


Your NEWSWEEK Representative has year 
of experience helping advertisers in all 


fields. Phone him for full details. 


Informative 16 mm. and stripfilm presen- 
tations for group meetings covering selling, 


marketing, world news, etc, 


= ROOT BERR | 


[ et 


a 


> 


DINING RO 
vou 


Y » 


WHEN THE SUN BLAZES, the “soda pop” flows like Niag- establishment on Coney Island, sold more than 3,000 gal- 
ara at the nation’s fun-spots. Nathan's Famousf, a single lons of soft drinks over the Fourth of July weekend. 


Heydays for ‘Soda Pop’ 


Consumption of soft drinks in 1957 hit a new peak of 
189.2 bottles per capita. 


Volume leaped 130°/, in 12 postwar years while coffee, 


tea and cocoa consumption remained relatively static. 


Why: More people having fun... more important, the soft 


drink industry knows how to spend money to make money. 
By ALICE B. ECKE 


W! ine 1 ‘rance ne tt soda pop” about three-fourths of 
which were cola drinks were con- 
Over the _ er of July weekend sumed in the United States during 
i single drinking and eating estab 1957. As one reliable source, A. M. 
lishment on Coney Island, Nathan’s Kidder & Co., Inc., points out: “Re 
Famous, sold 35,000 soft drinks. At Hecting per-capita consumption o 
the International Boy Scout Jan four and a half bottles weekly (5- to 
boree in Valley Forge youngsters guz 65-age group), approximately $1.35 
zled more than 300,000 drinks of billion, or 2!4¢ of each food dollar, 
Pepsi Cola. was paid out by consumers for soft 
Close to two billion gallons of lrinks last year. 
‘This represented an almost five 
fold growth in two decades, and a 


*Photograph court ; 
of 130% during the 12 post 


Agency 
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World War II years. While pe: 
ipita consumption ot coftee, tea and 
Oa has remained relatively un- 
hanged since the end of the war, soft 
lrink use jumped 439 from 132.3 
bottles per capita in 1946 to 189.2 
bottles in 1957 
Why the spectac ila iptrend ? 
[hree things seem to account fo 
population increase, trend toward 
Oo ute loor living, and—more important 
in all else—steadily expanded sales, 
eset and promotional activity 
on the part of the industry “bigs.” 

Basically, the marketing strategy of 
the industry leaders calls for satura- 
tion advertising coupled with power 
ful effort to extend distribution to the 
point where a soft drink is available 
to a thirsty consumer at almost any 
time and place. But the leaders have 
ilso employed smart packaging strat- 
egy. They have invested untold sums 
to improve merchandising at point- 
»f-purchase. And they have demon- 
strated outstanding promotional 
imagination. 

Changes in consumer purchasing 
power apparently have only a minor 
effect on sales of soft drinks. But 
weather can make or break a year’s 
profit showing. You'd be right if you 
guessed that the highest per-capita 
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easy! 
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And the surest way to win a woman's confidence is to sell your product in Good Housekeeping. Because 
Good Housekeeping is the only magazine that creates a climate of confidence for every claim on every page of 
every issue. How?...It investigates the products it advertises...checks the claims made for those products... 


and then guarantees replacement or refund of money if the products do not perform as advertised therein! 


No wonder more than 12,350,000* readers believe what they read...in Good Housekeeping 6 : “Guaranteed by > 
jood House! eping 


*LoOK—Politz Study S245 apyranse HE 


Good Housekeeping CREATES A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 


A MEARST MAGAZINE 
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so ithern . SIZES, with western bottlers lead Pepsi Cola Co. (560): The yevel- 


followed g the way with an increase of Up Co. (500); Nehi Corp. (440) ; 
ginia and 16.60. Gains were curtailed in the Dr. Pepper Co. (400). 

\ id of the south and southwest regions because Gallon sales ot Coca-Cola, long 
ale are North Dakota, Vermont, of abnormal weather conditions dur- time industry leader, hit a new peak 
Oregon and Montana. ing the peak selling season. in 1957, both at home and abroad. 

National Bottlers’ Gazette points Ac cording to Source NBG, the bot Consolidated operating profit showed 
t companies that sell flavors t tling industry’s major outlets are pri a 13% gain over 1956. Gross profit 
na franchise basis (“‘parent”’ marily super markets, groceries, drug for the year ($165,268,656) 


Louis ina \t the low el 


was the 
delicatessens. Super ma greatest in the company’s 72-yea 


l ] " - 
since ney are “ and *hT *‘rve Ttood stores in 1956 
LLmMOs SUC, oO 


history. 
f the ‘counted for approximately 40° @ ot “Although our company’s 1956 
plants. ‘hese pat he industry’s 1,360,850,000 — case sales accounted for a large segment 
racteristically, now total ; t her food stores added, of the soft drink market,” says Coca 
a complete mai f total Sj sold through Cola management, “the continued 
outlets. tner imunportant sales sales gain in 1957 enabled us to show 
ording to a preliminary esti pots are Army camps, resorts, road an improvement in Coca-Cola’s share 
based on the annual survey of ide stands, gas stations, schools, of the total industry. ‘The major ele 
ecently completed by the Ameri te ries, recreation and sports cen ments contributing to our added 

a 


lers of Carbonated Beverages, rs, beaches. “The number of retail crowth in 1957 were: continued gains 
er eR | 


nK austry sales incr outlets served by an average bottling in the home market as the result of 
| 1956, plant ranges from 2,000 to 3,000. yur larger bottle sizes ; steady increase 
capita consum] Larger plants may have as many as n pre-mix sales; all-time high 
in 1956 t 10,000 outlets 
hich 


ra I 


sales 
vision, and s ibstan 


ih. 4 r foreign business.” 
IT lioht > : ) he } +) 
iin was slight, " in the industry 
Big Investments saa 

4 


represented a 
equivalent to Ihe soft drink industry 


in indust +800 bottling plants and ware $85,564,391, 


‘ar too. Its OTrOss 


icludes profit on sales for 1957 amounted to 


against the 1956 figure 


gh of 1,360,850,000 cases. Value of house points, virtually all of which of $69,139,792. The company has 
: $1,347,241,500. ire locally owned and operated. In 1 climbing up and up for eight 
estments in the industry are roughl) ’ itive years. In 1950 gross profit 


estimated to be between $900 million n sales amounted to $23,765,879; 
ind $1 billion. 2, $35,022,415; 1954, $51,787 
77 > 2997 


727: 1955. $62.823.32 
groups and the approximat While neither Coca-Cola nor Peps 
mber of their franchised plants in Cola publishes dollar sales figures, 
.S.A. are: Coca-Cola (1,100) ; Fortune, in its list of the 500 la 


The five largest soft drink fran 


rest 


When They’re Thirsty, What Do They Drink? 


Product Per Capita Consumption 1956 as % of 
1955 | 1954 | 1947-49 Av.| 1935-39 Av. ||1947-49 1935-39 


184.2 | 174.2 159.1 64.7 118% 292% 


2 Coffee (Ib.) 14.8 18.2 13.9 85 112.9 


2 Tea (Ib.) 6 100 85.7 


2 Canned Juice (Ib.) 15.9 81.7 330 


18.2 87.8 130 


American Bottlers of Carbonated Beverages estimates based on Census 
and industry data. 


The National Food Situation. July 29, 1957, U.S.D.A. 
U.S. Department of Commerce Business Defense Service Administration. 


1956 figures are preliminary and subject to change, but are from 
official sources. 
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She’s UU Ying 


in the Arizona 
sales with color 


Starting October 1, COLOR will add impact to your 
sales message in the Phoenix Republic and Gazette. 


Get vour share of the booming billion and a half doliar Arizona Market with ROP COLOR through Arizona’s most 
influential medium. The circulation of the Republic and Gazette equals 60.8% of all the families in Arizona. In 
Metropolitan Phoenix, the combined daily circulation is more than 100% of all the homes. 


DO YOUR BUSINESS WHERE BUSINESS IS BEING DONE... 


For further details contact our Kelly-Smith representatives or write the National Advertising Dept.—Phoenix Kepublic and Gazette 


Gazette 


The State’s Greatest Newspaper frizona’s Progressive Newspaper 
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ss Lo ola | top fa was col ith yt all Coca-Cola Co. has added to 
$296,796,000 tions. Orange rat raditional Gibson-Girl-shaped 6! 
oz. standard bottle 10- and 12-0 
; root beer, 10%; ginger ale, king size’ bottles and a 26-oz. 
%. Club soda, sparkling water and ‘family size’ bottle. The “kings’’ 
1e relatively new quinine water, all 
‘mixer’ type beverages, tend to be 


$119.117.000 ot mentions; lemon-lime 


have been successful in every market 
where they have been introduced. 
seasonal sellers Nehi Corp. has recently come out 
with its Royal Crown cola drink in 
Packaging is playing a more and MiraCans,” made by American 
ore critical role in the sales strategy Can Co. Dr. Pepper Co. makes use 
t soft drink marketers. of both cans and bottles in vari 
Pepsi-Cola’s six-and-one-hal 
bottle with the swirl design, which O 


tested in 1956, by vear’ 


sizes. 

range-Crush Co. departed from 
ts established aig in 1955 when 
irkets. Designer Jim Nash came up with a 


: : 
Suitable for many preferences and ‘WwW KII 


was on sale in more than 60 n 


clear pn bottle to 


adaptable to vending sales eplace ompany's small-size an 
i g | | 


is scheduled for introduction ber bottle. It marked the first majo 


many additional markets. The nackage change for Orange-Crush 
epsi-Cola Hostess bottle (26-0z.) is nce the firm’s initial bottle was de 
on sale in markets and i ened in 1918. ““We felt,” savs Louis 


idditional terri- vice-presidet ind 


general 
Pepsi-Cola 


In pa 
omplet 


t 


the ole 
t only 
j 


modern design 


gh to all elements ot 


Regional Differences in Bottle-Size Preferences 
1957 Sales Variations as Compared with 1956 


Region 6 to 9 oz. 10 to 12 oz. 24 oz. & over 
%e % 


Total U.S. 7 + 07.8 - 05.1 
North East | ; + 11.5 + 13.2 
South | ++ 01.5 28.0 
East Central + 12.5 + 04.1 
West Central S982 * + 02.7 
SouthWest } ‘ +976 dd 
: mars op es & 08.0 


Note: Includes She ale auiohdaniaaberea: converted to case equivalent. 


Source American Bottlers of Carbonated Beverages 
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Krownie Bulle 
) 
Premium le: 


line—retail values f 


Your customers will go tor this premium! 


A top traffic builder from Kodak's premium line 


vervbody likes to take pictures lat’s a demonstration ride in the new Ford, reports the 


rownie Bullet Camera mak ich Bullet is indeed ‘tan attractive offer 


successful premium! Like all products in Kodak’ 

Look at the experience of a leading New York and outtits—the Brownie Bullet Camera h 
savings bank. Like many others throughout the versal appeal! Appeal that will pay off in in 
country, it used a Brownie Bullet Camera as an sales of vour product or service. 
incentive for new accounts. Results: The Bullet Mail 


outpulled four other premiums offered—even 


coupon De low and learn how Koda na- 


tionally advertised premiums can spark outstanding 
though it had the Jowest retail value 
promotuons for you... as low-cost consume! 


lake this other example: Ford Motor Company, premiums and as high-value business incentives! 


which used the Bullet to encourage people to take Prices are list and are subject t 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


MAIL COUPON TODAY 


EASTMAN KODAK COMPANY 
Premium Sales Office, Rochester 4, N. Y. 


Gentlemen: Please send me more details on promotion opportunities with Kodak premiums. 


Name—— Company 


Position- Street 


City & State 


DEALERS 


SK Outdoor Living is 


with 


Sia & 


OUTDOOR GETS A HUNK of almost every soft drink advertising budget. And 
for good reason. The trend toward outdoor living is one of three important 


when you use Farm 
Paper Dealer-Listing 
Ads in the 


UNIT STATES = hehe} 
OF AMERICA tebe cova 


Farm income in the Unit 

States of America is UP ' 
Advertisers are getting sen ce ; a, 
sational results with fast 
iction campaigns, possible 
only in Unit Farm Papers 
that offer: 


sales 


Economical dealer listing, 
short closing dates, local 
flexibility, complete and 
deep penetration of the 
market. 


| 


h the king-size bottle 
The Glass Container Manutact 


l 
reports that do 


Let us cite for you how 
lealer-listing advertising 
gets them to buy Now. me hipments of bottles 

non-returnables to 


totaled 9.726.000 


itute, Inc. 


both re 


UNIT oft drinks in 1957 
— a SrATES g 1.400.544.000 


(Hit) 


rnables accounted 
7 ORR OOO 
Or retul ab] 1 74. O00 


183.456.000 


OSS | 


1957 almost 
bottles were shipped 
non-returnable bottle 
Noteworthy, howeve 
eturnables 
soft drinks are still comparatively 


11é€ shipments ot non 

Nebraska Farmer * Prairie Farmer fo 

The Farmer * Wallaces’ Farmer & small, they have grown steadily from 
lowa Homestead heir introduction in 1948. 


el! 

. . . . > TW op manutacturers spe 

Wisconsin Agriculturist & Farmer he two top manufacturers of spe 

cial cans for soft drinks are Conti 

ADDRESS: Midwest Farm Paper Unit. nental Can Co. and American Can 
Sales offices at: 35 E. Wacker Drive, Co. 

Chicago 1 250 Park Ave., New York 

17 110 Sutter St., San Francisco... 

159 S. Vermont Ave., Los Angeles 4. 


+ 


American Can reports that sales of 


soft drinks in cans, despite a record 


other reasons: population increase and 


reasons why per capita consumption of “soda pop” has increased sharply. The 


more intensive promotion and selling 


resents i 


72 860.000 


\me 

Alaska, Car 

1 consumptior 
i n Alaska incre: 
nore c in 1957. Daniel 


ot beverage in Sales, believes 


pecome 


e 
inager, beer and carbonate 


ge sales, Continental Can 
iusto sav abdout then 


Tt beve ages: 

Problems of quality among both 
kers and suppliers of metal cans 
resolved 


nce a decline in sales in 1955, and 


drinks have been 


the price structure appears to be rela 
As a result, the years 
} 


nave seen a resurgence 


tively sound. 
1956 and 195 
in the sales and market stability of 
canned soft drinks. In addition, sev 
eral of the larger brands have enjoyed 
considerable success in selling canned 
soft drinks overseas, particularly to 
American military personnel. We ex 
pect to see a steady growth, particu 
larly in the domestic market. 


/ 


(continued on page 65) 
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what 


makes 


some ads 


seein 


...to the 


reader? 


or Deside Nimsél 


isking, “But what will the 
1 } 

miuct do for 

Such ads are defhcient in the most potent selling Vitamill 


clear, forceful, unmistakable picture of how your product serve 
your prospects’ self-interests 
Self-interests are many 
One company spent thousands advertising COMFORT as tl 
! . } 

contribution its product could make to its users. Certainly, 
fort was an important end-result this product produced. But 

9 | l 1 
ring’ disclosed that it was mainly 


{ 
4 


modest amount of “Ditch Dig 
the SAVINGS it made possible that interested the peopl who 
bought it; savings that needed dramatizing in different ways to 
separate groups of prospec ts! 

Another advertiser had learned from his selling and servicing 
experience that ECONOMY was his password to business. But as 
his business expanded from market to market, he found that 
economy had to be translated in different ways. In one market it 
meant salvage of worn parts; in another, protection against cor- 
rosion; in still another, labor and time saving operation 

If it’s possible that a shot of “user interest” vitamins might 
tonic your advertising, we'd like to discuss four simple “Ditch- 


Digging” steps that help advertisers get more for their money 


. Finding out who has to be sold. 
. Finding out what appeal works best in selling them. 
. Finding out how and where to reach the greatest possible 
number of them—economically. 
4. Then REACHING THEM, often enough. 


Giving the right answers to “What will it do for me?” to the righ 
people at the right times in the right way means more SALES at 


lower unit sales cost. 


THE SCHUYLER HOPPER COMPANY 


12 East 41st Street, New York 17, N. Y. * LExington 2-3135 


“'DITCH-DIGGING’ ADVERTISING THAT SELLS BY HELPING PEOPLE BUY” 


AUGUST 


(5, 


1958 


The Post's all time cir- 
ulation high 216,209 


daily — combined with 
journalistic excellence, 
makes your advertising 
more effective, more 
economical 


ith’s largest market 


Post is read 


le than any othe 


W. P. Hobby Oveta Culp Hobby 
Chairman of the Board President 
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‘There are approximately +2 com- 
panies currently packing soft drinks 
n cans. Of this number, about six 
are actively filling for overseas con- 
sumption. About 39 distribute do- 
mestically, while three produce only 
for overseas. All but three of the 
canned soft drink packers merchan 
dise their products in glass. 

“Surveys indicate almost unanimous 
approval on the part of the soft 
drink retail outlets. Insofar as the 
consumer is concerned, there has been 
a growing acceptance of the canned 
product, but because of the relatively 
short period of time in which soft 
drinks in cans have been available, it 
S difh ult to determine spec if 
trends. ... 

“Our present advertising program 
s based on the theory that our cus 
tomers are in a better position to pro- 
mote the acceptance and sale of soft 
drinks in cans than are we. Conse- 
quently, we have allotted them cer- 
tain funds with which to advertise 
their canned products. This program 


} 
{ 


has worked very well.’ 


Artifically-sweetened, non- 
caloric soft drinks for Americans 
who are diabetic or weight-conscious 
ire pushing ahead. Leading franchise 
companies and independent bottlers 
have developed special beverages for 
this market, and 1957 sales are esti 
mated to have risen to about 7 million 
cases. 

No-Cal, made by Kirsch Beverages, 
Inc., is reported to be the first sugar 
lree, salt-free carbonated beverage to 
be placed on the market. The first 
flavor, introduced in 1952, was No- 
Cal ginger ale. ‘Today the No-Cal line 
includes black cherry oot beer, cola. 
grape, lemon, orange and creme plus 
a salt-free club soda—all packaged in 
16-0z., no-deposit bottles, 24 to a cor 
rugated carton. At present No-Cal is 
by far the leading non-fattening soft 
drink. 

No-Cal is franchised in all of 
Canada and in 20 American states. 

A recent No-Cal market study re 
veals that, while the 40-60 age group 
purchased more of the sugar-free bev- 
erage in the past, the teenage seg 
ment of the market is now increasing 
consumption of No-Cal beverages. 

“The upward trend of No-Cal 
sales during the past six years,’’ No 
Cal management says, “indicates that 
we can expect increases of 10% to 
30% annually. In the near future we 
intend to make a determined drive to 
place No-Cal beverages on the menus 
of hotels, restaurants and other eating 
places. A split size 7-oz. bottle will 
do much to gain on-premise consump 
tion for us.” 

Cott Beverage Corp. 
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-NDALLE 
NAMING 


EK 


“Allied made our moving so easy.” 


It’s so much easier and safer with your 
Allied Mover—the No. 1 specialist in local 
moving (packing and storage, too). He’ll 
handle all the details from packing fragile 
objects to arranging furniture. Your goods 
are moved with care, and right on time! 


FREE BOOKLET—Ask your Allied 
Mover for your copy of “Before 
You Move” —a booklet filled with 
tips on trouble-free moving. Look 
for his name in the Yellow Pages 
under “Movers.” 


ALLIED VAN LINES, 


INC, 


WORLD'S LARGEST LONG-DISTANCE MOVERS 


65 


Tobie 
NON-FATTENING 


Vending: 


KS 


NO-CAL PIONEERED the sugar-free and salt-free carbonated beverage, rode up 
on the wave of interest in weight control. Up to now, the 40-60-age group 


have been the big buyers, but teenage consumption is noticeably growing. 


SV) CMH) oto yusiness p iblica 


$1,041,290 to network tele 
$4,207,890 to spot television 
$3 406.400 to outdoor. 
Peps Cola, ranked 52nd, had 
Co., Canada Dry tal investment of $8,601,813. 
In 1957 Coca-Cola his, $3,087,613 was allocated to 
together spent close to ewspapers; $1,636,120 ¢ 


National advert 


o general 
sing to magazines; $70,000 to tarm maga 
franchise zines; $75,000 to business publica 
s alone tions ; $211,554 to network television ; 
1957. On $3,038,650 to spot television; $482, 
Advertising* and competition: . aber iP tet ala S D 3 Pe weer. ii 7 
’ ; a t P ox n er oO five ce . Pepper Co. depends almost en 
Bi “om , ¥ ; ise TO ave I tirely on franchisers to bottle and 
sell its beverage. Along with its pro 
yram to expand franchises, it depends 
on an increasing promotional budget 
which amounted to $2 million in 
1954 and is estimated to amount to 
$3,250,000 this year. The parent 
ompany up $2 million of this, 
85th he bottle: e rest. 
In a continuing geographical ex 
pansion drive, Cott Beverage Corp. 
Of the top 100 national advertisers has been spending approximately 
yf 1957 in seven major media, Coca 60% of the company’s advertising 
Cola ranked 28th, with a total in budget in newspapers each year to 
estment of! open new territories. 
} Va illocated ne Several vears ago Cott purchased 


80,666 to Mission Dry Corp., and therefore to 
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He OVt SS ales Management 
Jay Ww more fe ecegillly - 


aie ly yodided | hee Cen 


The basic idea for this ad and much of the wording was sod ia 
swiped (with their generous permission), from ‘‘The New PF Managemen | MARKETING 
York Times,’’ which enjoyed the biggest June in the long 4 ; 

New York Chicag Santa Barbara 


history of that distinguished newspaper. 
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chout the world ‘- now a package design. Hires has been 
t flavored drinks 11 


nerchandising and marketing assist -veral markets, but root beer is still 


nt company ofterin advertisir testing a number « 


i parent company to ts staple product. 

60 Quicky bottlers. lhe company’s advertising invest- 
atively new drink tha ment this year, through Maxon, Inc., 
ht beverag n the neighborhood of $1,250,000, 
belongs to the ‘‘s« \ be increased by adding national 


agazines in 1959. At present Hires 


aS a Stralg 


vily in newspapers and 
] h; 


alsO 
g program. 

ent Hires image 
during the last two years the company 
has been trying to change it seems 
to be as follows: Hires is seen as old 
tashioned. People remember it nos 
talogically and with a respecttul teel 

but they do not think of it as 
t the immediate present, 


1 


S assoc lated with 


A a de 


YEAR-AROUND PROMOTIONS are leveling peaks and valleys of the soft drinks 
sales curve. Coca-Cola will promote an “Indoor Picnic” this October. Carton rack 
with poster picturing picnic-style indoor meal is a major point-of-purchase 
plece for this campaign, lifting family spirits out of post-summer doldrums. 


68 


t H res,” a feeling ot the 
! ays a dr nk that sed t 
popular—in a_ sense, perhaps, 
‘Coke” of grandpa’s day. Or, as Fin- 
nie points out, putting it another way 
Hires commands a great deal of re 
spect, but not very much attention. 
Hires is taken for granted and, like 
any other permanent fixture, it does 
not excite a great deal of interest. 
“This,” Finnie says, “is obvious! 
large assignment for Maxon, I: 


new advertising agency—to de 
velop a program that will change 
Hires image as rapidly as_ possible 
ind accomplish the objective of in 
reased sales as quickly as possible.” 
Orange-Crush Co. advertising to 
onsumers is done entirely on strong 
effort in each individual market. It 
ncludes full-page newspaper, ROP 
lor, radio and television advertising 
ooperation with each local bottler. 

\ substantial percent of each adver 


dollar is spent tor point-ot 


Point-of-purchase: Across the 
board the sott drink industry is a 
heavy user of point-of-purchase adver 
g material. National Bottlers 
Gazette reports that 44.4°¢ of sott 


beverage sales in tood stores results 


tisin 


from impulse buying. This accounts 
tor the tremendous concentration ot 
ndoor and outdoor advertising by 


ottle s at point-ot-purchase 
OO ( a } Il b-pu a . 


Tie-in programs: Parent compa 
lies are adding to sales through tie-in 
lvertising programs. Coca-Cola, to 
example, has tied in again this yea 
with the National Broiler Council 
Reynolds Wrap, Mazola Corn Oil 
nd Ocean Spra 

the award-w 

program to pro 

note the consumption ot broilers and 
elated items during hot weathe 
ot barbecue o 

ng. Participants are co 

a merchandising can 

including radio and television 
idvertising, tull-page color ads in na 
Nagazines, Sunday supple 
newspaper ads, point-ot-put 

hase displays, other sales aids. 

Hires has a baseball club promotion 

ir up traffic for retailers. Aimed 

at youngsters, it includes a give-away 
ontest of 1,200 prizes, Big League 
trade cards and a book on baseball. 
‘The promotion is designed to operate 
on a continuing basis throughout the 
baseball season. And part of the pro- 
gram can be maintained on a year- 
around basis. The Wilson Sporting 
Goods Co. supplies baseball equip- 

ment as part of the program. 

Orange-Crush has three new food 
tie-in promotions this year. The major 
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EVERYTHING'S EXTRA BUT THE FARE! 


STEAKS COOKED TO ORDER 
You get ‘em while they’re sizzling! Big, 
V.I1.P.-sized filet 


ed by an ‘“‘expense account”’ meal. 


mignons, surround 


ae ta 


FASTER LUGGAGE SERVICE 
No more snarls at the luggage counter! 
You get your baggage right after the 
Viscount lands at your destination. 


DICTAPHONE RECORDER 


Want to work while you're flying’ 
We've got the next best thing to a sec- 
retary: a portable Dictaphone “‘Dictet.”’ 
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ve nee zs” 


CHAMPAGNE IN THE CLOUDS 


Listen for the pop of the champagne 


corks at mealtime. (The Viscount is 


that quiet.) Seconds later, ahhhhh! 


FLOWERS FOR THE LADIES 
A garden-fresh corsage, compliments 
of Capital. Each lady V.1.P. will re 
ceive it as she boards the Viscount. 


JET-PROP VISCOUNTS 

(The world’s most preferred airliner.) 
No vibration, no engine roar. V.1.P.’s 
fly thinking smooth, sleeping quiet. 


NEW CAPITAL AIRLINES 


V.1.P. 
FLIGHTS 


serving 


NEW YORK 
CHICAGO 
DETROIT 
WASHINGTON 
BIRMINGHAM 
ATLANTA 
4 MINNEAPOLIS /ST. PAUL 


| 


Capital Airlines believes even a two-hour 
flight should not only be comfortable, 
but downright luxurious! We were the 
first to offer you smooth, jet-prop service 
on the vibration-free Viscount. And now 
Capital begins a new idea in luxury travel] 
at no extra fare: V.I.P. flights to New 
York, Chicago, Detroit, Washington, 
Birmingham, Minneapolis/St. Paul and 
Atlanta. 

“V.I.P.”” means Very Important Pas- 
senger, and no diplomat was ever treated 
so well! Run your eyes over the list of 
extras. Everywhere you turn, you’re sur- 
rounded by luxury. And you pay no more! 
Everything’s extra but the fare. Next time 
you fly, becomea Very Important Passen- 
ger. Have your secretary call your travel 
agent or Capital Airlines. She’ll be able 
to choose from a convenient number of 
V.I.P. flights each day. 


*“V I.P.” means Very Important Passenger (that’s you 


Capita 


AIRLINES 


World’s No. 1 Jet-Prop Airline 


is an “Out 
which 


with sales of 


and barbe 


imburgers 


theme 


paper plates, 


> cup promo 


are 
tiff compe 
example 
‘ it ps Cola 
i-Cola two t ne in Mil- 


T these 


brands s 


1d Coc 


1 1 
Drands 


Leveling out seasonal sales 
peaks: Most drink pare! and 
pott aT re r ( 
stin | pit“ luring the cooler 

us means: 
ind premiu! 
emonstrations, tie-! 
(Gsood example: 


voIng 


Insured 
Readership 


AMONG MEN because the Courier-Express 
is undisputedly Buffalo’s leading finan- 
cial and business paper—most complete 
in its sports coverage and first with 
final results of most sporting events. 

AMONG WOMEN because its daily special 
women’s pages and features have a par- 
ticularly strong appeal to homemakers. 


This national pro- 
to move food and 
related items from every department 
of the Among many 
high-profit, fast-turnover “must” 
picnic-type meals are meats 
frankfurters and_ spareribs, 
produce, canned goods, snack items, 
and paper products. 

An intensive advertising, 
dising and publicity 
support “Indoor Picnic” at all levels. 
National advertising includes full- 
food packed color ads in The 
Weekly, This Week and 
independent Sunday supplements 

rculation of 58 million peo- 

ple. Newspaper ads in color and 
black-and-white, and radio and tele- 
ision spots will support the promo- 
yn locally, while a variety of point- 

materials will be avail- 

Picnic” 
ides the first nationwide promo 
that Coca-Cola has offered its 
+} 


during October. 
gram is designed 


grocery store. 


1 as 


merchan- 
campaign will 


page 


Ame rican 
~ 


use. ‘Indoor 


in support of Coke in 

new king-size bottle. 
Orange-Crush, promoted as a meal- 
verage, gets added 
off-season months. 


‘of he 


1e 


emphasis in 
Says Management: 
drink industry is far below 


tial as a mealtime beverage 


AMONG BOTH because of its crisp and 
authentic local,national andworld news 
coverage, its clean format, its outstand- 
ing feature writers and comics, and its 
complete reporting on radio, TV, the 
movies and theatre. 

THIS INSURED EDITORIAL READERSHIP CAN 

ONLY MEAN INSURED ADVERTISING READERSHIP 
FOR YOUR SALES MESSAGES 

For <CONOMY— for more advertising for 
your dollar concentrated on those with 
more dollars to spend—use the Morning 
Courier-Express. FOR SATURATION 
—use the Sunday Courier-Express—the 
state’s largest newspaper outside of 
Manhattan. 


rop cotor available both daily and Sunday 


Buffalo Courier-Express | 


Western New York’s Only Morning and Sunday Newspaper 


Member: Metro Sunday Comics 
and Sunday Magazine Networks 


Representatives: Scolaro, 
Meeker & Scott 


Pacific Coast: Doyle & Hawley 


and Orange - Crush _ is particularly 
alert to the promotion of this un- 


tapped market.” 


Soft drinks and hard liquor: 
Many of them go well together, and 
numbers of soft drink companies pro- 
mote some of their beverages in con- 
junction with hard liquor. But this 
phase of promotion involves some 
diplomatic and public relations prob- 
lems in certain geographical areas 
where the voters have placed strong 
legal curbs on hard drinks. Volume 
figures for soft drinks used with hard 
liquor are hard to come by, but in- 
dustry experts call the volume “sub- 
stantial.” 

Cott reports that “certain com- 
binations such Half and Half and 
Vodka go well together and coopera- 
tive efforts between the hard liquor 
manufacturers and our firm are fre- 
q ently effected.” 

Seven-Up, Coca-Cola and Pepsi- 
Cola are all used extensively with 
hard liquor. (One soft industry man 
admittedly prejudiced—says: ‘‘Sub- 
Coca-Cola for Vermouth 
Manhattan cock- 


stituting 
does wonders Tor 
tail.”’) 
Orange-Crush 
moting the consumpti f 


C) ish and Vodka. 


irrently 
Orange- 


pro- 


Growth for the soft drink in- 
dustry continues in many special 
example, Pepsi-Cola 
was introduced during 1957 to many 
new and large military installations 
both at home and abroad. The new 
12-0z. can for overseas military dis- 
tribution exceptionally suc- 
rowth ex- 
growth, which itself 

growth. By year’s 
U.S. and Canada, 
Pepsi to over 250 
Figh- 
teen new opened by 
Pepsi-Cola including 
the first introduction of the product 
to the Crown Colony of Hong Kong. 
In addition, Pepsi was made avail- 
able to the civilian market in Japan 
for the first time. Eighteen new plants 
were opened in 12 countries including 
Uruguay, Malaya, Saudi Arabia, and 
Uganda. 

In the past few years Coca-Cola 
sales in foreign lands have more than 
doubled. During 1957, 27 new plants 
were opened and sales in the overseas 
market broke all records. They now 
account for approximately one-third 
of total world sales. This year 20 or 
more additional plants are being 
placed in operation. 

No doubt about it, American 
pop” is now a global drink. 


di lrections. For 


proved 
essful. Overseas sales g 
ceeded domestic 
bettered industry 
end, outside the 
167 plants sold 

lion people in 75 countries. 
plants 
International, 


were 


“soda 
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When salesmen must be moved... 


Only too often the transferred salesman is an unhappy 


salesman, his effectiveness lessened by the emotional 
upset of tearing his family loose from familiar surround- 


ings and establishing new roots in a strange community. 


Because these psychological problems are so frequent, 
ps} 1 


and so hard to deal with, Greyvan Lines has instituted 


A Continuing Research Study in 
The Human Side of Moving 


First results of this study are now available. They will 
help you to understand the real reasons why so many 
men object—or even refuse—to move. They show that 


such fears are often unfounded. Most importantly, they 


LONG-DISTANCE MOVING & STORAGE 
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offer real help to the Sales Manager who must persuade 
a valued salesman—and his wife—to accept a transfer 
as an opportunity and not asa tragedy. In the short time 
this program has been operating, we have received 
hundreds of letters testifying to its usefulness. 


This study was undertaken as a service to business. 
There is no cost or obligation. Any interested company 
executive may receive on request a loose-leaf binder 
containing the material issued to date, and his name will 
be put on a special mailing list to receive new reports as 
issued. Just ask for the Manual on “The Human Side of 
Moving” and address: 


L. F. Mitchell, General Sales Manager, 


THE GREYHOUND MOVERS 


General Office: 57 West Grand Avenue, Chicago 10 


Can You Sell Your Advertising 
To Your Salesmen? 


Prudential Insurance realizes it is hard for the man who 


actually buttonholes a prospect and closes the deal to 


admit, even to himself, that anything so fleeting as a print, 
radio or TV ad had much to do with his making the sale. 


salesmen who did follow 
| re i through on advertising. 


An expert in motivational research 


vie: ameeicin 
national 
Adve might say the tr 
; poli 
rom anything wl 
to othe1 efforts, 


‘llow Pages of 
elephone Dire 

company’s 

lential 


rua 


narts 
not alw avs excite 
terest and enthusiasn 


‘rt the impul 


ng into a 


rudential knew 


steady 


PRUDENTIAL’S (movie version only) advertising agency 
account executive forgets something in his excitement to 
show his wife the company’s new advertising layouts. She 
forgets she is supposed to admire the layouts and copy and 
blurts out the question that genuine prospects for Pru- 


, by giving credit 


racts trom their 
man who actually buttonholes a pros 


pect and closes the deal to admit, even particularly for new agents, by dem- 
thing so fleeting onstrating in advance the warm wel 


ind the like do 
in salesmen the in ads and ITV and radio programs; 


generated by 


perienced agents, it knew they needed 
help to acquire confidence in approach- 
ing prospects. Even the toughest sales- 


with these is man sometimes wonders, with a shud 


-y-buy- that salesmen subconsciously shy away der, what waits behind the door he 
} 


knocks on. This can build up tensions 
which interfere with his ability to sell 
} 


ial agent. own. It may be hard indeed for the when the door is open. Prudential 


believed it could reduce such tensions, 


idio comme ome advertising sets up for them. 


ith it. In any Could a movie do it? The cum- 
eason, these pany planned to use many media — 
advance news flashes about coming 
necessary to folders outlining the campaign as a 
whole and explaining in detail the 
way it helped agents; reprints, ad- 
related blotters and souvenirs for the 
agent to mail to prospects; any and 


dential’s ads ask, “But, Darling, who is our Prudential 
agent?” Prudential wants its 25,000 agents, to whom this 
movie is shown, to laugh at the hapless account man—but 
while the agents are laughing they are soaking up points 
about the company’s ads they have taken for granted. 
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— Brightest Spot in National Economy__UP 11% 


TEXAS and OKLAHOMA [7% | 
a Brightest Spot Y, 

@ “We've delivered 27 new at 
used combines, twice as many as in the thi, 


ever before,” says Snyder, Okla 
farm implement dealer 


@ “Gasoline and tire business the | Farm Market 
st vet Rockdale, eee 
listrib 


yet, says Texas 


LOOKING FOR MORE SALES? Then look to 1 
bightest spot in the national economy! Ye 1 Tex 
was up 41° tor the frst 5 months 
rd wheat crop was predicted! And prospects tor 


1 ind te a banner year 
if pleme mt dealer 


" ner y 

Business is better than it’s been NO OTHER REGION IN THE NATION shows s 

for five or six years. We've had crease in farm income! 

1 20 percent increase and the 

farmers aren't really buying yet, THAT'S WHY far purchases long postpone 1 ar 

. says Guymon, Okla. implement Texas and Oklahoma! 

Z before the shipment arrived, dealer | *For first $ 
says Texarkana, Texas dealer 


To reach this Brightest Market best, advertise now in The Farmer-Stockman, because . . . 


Prospects and optimism all over 
the area are the highest in 15 


years,” says sales manager for a The Farmer-Stockman gives the best possible 
Oh ae ho See farm coverage in Texas and Oklahoma! 


Falls, Texas 


435.730| Ihe Farmer-Stockman 


OKLAHOMA CITY @ DALLAS 
PAID SUBSCRIBERS 400 N. Michigan Avenue 4321 N. Central Expressway 420 Lexington Avenue 


Chicago 11, SUperior 7-6145 Dallos 5, LAkeside 2 New York 17, MUrray Hill 4-3340 


Your customers will always remember you 
when they place their orders if you put one of 
these handsome Nascon Month-At-A-Glance 
books on their desks. 


With your trademark beautifully reproduced 
on the cover, and special pages containing your 
sales messages bound into the book, your cus- 
tomers will think of you with favor every day 
throughout the year. 
The Nascon Month-At-A-Glance books are 
invaluable to business men. Wire-O bound for 
flat opening and writing, they provide for a 
full month at a glance of memos of confer- 
ences, meetings, appointments, business trips, 
deadlines and other important reminders. 
' eR i - err Nascon Month-At-A-Glance books can pro- 
Specialty Division NA Ss CO N PRO D U CTS mote your business every day. Without obliga- 
(Manufactured by Eaton Paper Corp.) tion, send for details and Nascon illustrated 


DEPT. 1A, 475 FIFTH AVE., NEW YORK 17, N. Y. —“2t@log today! 
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the company and adver tion of eighteen Broadway musicals idea we and the company agreed 
think of. But they and plays. The following three years might do the trick. With advertising 
a clincher something that he served as a writer and director of necessarily the ‘hero’ of the film we 
enlist each agent in the cam films in Hollywood. In 1939, Gen- had to think of a way to humanize it. 
emotionally as well as intellec- eral Motors signed him to write and That is, in order to be effective, to 
and, because of the known direct the corporation’s institutional get attention for our message, we 
film, decided to explore its film activities, including its early ven needed to quickly establish sympathy 
; tures into live musical presentations. for this ‘hero.’ We decided to start 
They called in Owen Murphy Murphy accepted the Prudential chal by—literally—removing the pants of 
Productions, >, of New York. lenge. a fictitious junior account executive 
Owen Murpl ad just the back- Of the birth pangs, he says: “We Then, with the audience laughing, we 
ground required to meet this prob explored everything anybody suggest got serious.” 
lem. From 1920 1936, he was as- ed — from slapstick comedy to melo The result was a film Prudential 
sociated in the writing and produc- drama — before coming up with an has showed again and again. It opens 
with Tony Randall, of “Mr. Peep 
ers’ fame and now a leading TV 


stage and screen personality, rushing 


I 
could 


home from the advertising agency 
with layouts of Prudential’s then cur 
rent campaign under his arm, to pack 
ONE OF THE FIRST 100 MARKETS for a quick trip out of town. While 


he’s running around in shorts his 
WAD (IT wife, as pleasant and zany as Gracie 
= . ° 
Allen, badgers him with questions 
about the ads exactly the kind of 
ROCK ISLAND, MOLINE, EAST MOLINE, ILL. AND DAVENPORT, IOWA offbeat questions an agent might want 


answered but, for fear of looking 
dumb, might hesitate to ask. 


Q U A D-C | T | fF S The Old Association Gains 


This brings the ads in at once as 

part of the story. The young husband, 

ROCK ISLAND , MOLINE : E. MOLINE : DAVENPORT still in shorts, hurriedly speeds the 
layouts around the living room on 


a 7 
now the nation S chairs, on the sofa, against the wall 


providing a clear shot of each. He 


sets up a portable screen getting 

h himself mildly tangled up in the proc- 
t ess and runs a scene from ‘The 
Signing of the Declaration of Inde- 

pendence,” as a sample of the TV 

series, “You Are There,’”’ then spon- 


sored by Prudential. These shots, 

along with the wife’s persistent ques- 

TV MARK ET tions and her husband’s harrassed 
answers, carefully plant in the view- 

ing agent’s mind—while he is laugh- 
ing—a lot about the Prudential ads 
he may have been taking too much for 
RETAIL SALES are above the national average. granted. Here Murphy used the old 
memory trick associate a chicken 
with a high hat, or an ad with Tony 


according to Television Age Magazine 


Rock Island, Moline, East Moline are rated as “pre- 


ferred cities" by Sales Management magazine for the Randall on the run in shorts, and 
you'll never forget the chicken or the 


first 6 months of 1958. You too, can expect above- ad. 
: : + was also necessary to con- 
average sales if you BUY WHBF-TV NOW! at &: ae Mee. mecmenay to oun 
vince the agent that these ads, and 
the related TV and radio programs, 
were really working for him, making 


CBS FOR THE QUAD-CITIES his life easier, winning a smile instead 


of a slam at the doors he knocked on. 


‘ To stress this, and to tie in with the 
/ TV series, the film was named “You 
Ba Are There, Too.” That title under- 


tinh « vessw .. ve lined the fact that the campaign was 
daily taking the agent with it into 
; the prospect’s living room and daily 
AVERY-KNODEL, INC. implanting “See Your Prudential 

or Maurice Corken at WHBF, Rock Island, Ill. Agent” in millions of minds. It helped 
the agent feel in his bones that, thanks 


For Morket or Coverage Data Write or Call 
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Petticoat Coltons 
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MARVELOUS NEW WARN Nh WEAN GEDBFREADS: 


THIS 
AD 


for Petticoat Cottons wash 'n wear 
bedspreads, made by Cabin Crafts, Inc., 
Dalton, Ga., ran in color on Sunday, 

March 9, in the Home Fashions supplement 

of The New York Times Magazine. 

In it is a coupon offering swatches and a folder 
listing local retailers. Campbell Petty, 
advertising and sales promotion director, 
expected ‘‘a sizeable return, but 

nothing like the avalanche”’ they got. 


PRODUCED 
THIS 
RESULT 


Within three short weeks, Mr. Petty counted 
10,001 coupons. ‘‘Retailers have told our 
representatives,’’ he tells us, ‘‘of the amount 
of business the folder, sent in response 

to the coupon, created for them. Our over-all 
sales picture shows this as one of the most 
successful promotions we have had in years."’ 
Here is just another example of why today, 

as always, it pays to advertise 


IN THE 
NEW YORK 
TIMES 


first in advertising in the world’s first market 


lvertising, wherever he ging her subconscious for a while, a 
ill be welcome. light dawns — the question suddenly 
iri this point home. becomes important — she really wants 
to her husband’s an answer. As her husband dashes off 
srested only in the in a taxi—still in his shorts—she calls 
not much in the after him frantically, not “Darling, 
ration of Inde- you forgot your trousers,” but “But, 
nly “Did they sign darling, who is our Prudential agent ?” 
cture she: does And the picture ends with the agent 
ling, who is our introducing himself, greeted with a 

elieved smile. 
The film worked. It showed Pru- 
dential’s 25,000 agents how advertis 


but, not waiting 
answer, swit hes to something 
Then toward tl 


te he qu 


1e end of the pic- 


estion had been nag- ing progressively penetrates ordinary 


TWINTREN WEEKS 


New Measuring 
Stick For 


Spot TV Buying 


most advertising media, good yardsticks have long been 


ivailable. But, in television, the complexities of markets, time- 


period ratings and stations have generally demanded laborious 


and computation. 


marketing tool, geared to sales executive requirements, 
produced by Blair-T'V which will help to minimize 
It is a handy slide-chart, called ‘Plans Board for 


eee. ss 


L 
LliS ASA. 


Spot Television.” Easy to operate, it gives cost and rating 


nformation for a wide range of spot television schedules, 
based on Nielson data commissioned by the Television Bureau 


yf Advertising. In brief, it covers: 
Seven different time periods of the broadcast day. 
Figures for two or five announcements per week. 
Estimated costs for schedules of 13, 39 or 52 weeks. 
+. Information on four different-size market groups, ranging 
from the top 21 markets to the top 100 markets of the U. S. 


it work? Suppose you want to know how far 


Ww aoes 


00,000 will go in breaking the news of a major price change. 
he Plan 


a) i 


iT 


Cover 24,990,000 different TV homes in a single week. 


Plans Board for Spot Television” is available to national 
Blair-T'V, 415 


rketers as long as supply lasts. Address: 


Madison Ave., New York 16, N. Y. 


distractions, and plants the pay-off 
idea—a warm welcome for the agent 
when he appears. Prudential could 
have lectured about this all day long, 
or had an expert try to explain it in 
scientific terms, without too much re- 
sult. But, by this human interest ap- 
proach, it was able to get the point 
across and a lot of information 
about the campaign itself in 20 
minutes. 

The film was shown at each of 
Prudential’s field offices, as part of a 
regular weekly agents meeting. It 
was introduced by the manager quite 
simply: ‘‘We’re about to see a movie 
I’m sure will be entertaining and 
profitable for all of us. Let’s turn off 
the lights, turn on the projector, and 
enjoy ‘You Are There, too’.” 

Then, immediately after the film, 
the manager took over with a discus- 
sion of ways the agents could further 
the campaign—by getting people to 
look at “You Are There” on TV and 
listen to the Prudential show on 
radio; by mailing postcard and blotter 
reproductions of print ads to pros- 
pects; by using questions about the 
TV and radio programs to open the 
conversation with a prospect. ‘This 
kept the agents as participants as well 
as beneficiaries of the campaign. 


Management Sits In On Show 


Prudential took no formal survey 
of results. It didn’t have to. Several 
officials from the home office made a 
point of attending meetings at which 
the film was shown, and saw for 
themselves. Letters from district man- 
agers confirmed their impression. 

Prudential continued to use the 
film, particularly for new agents, 
until it dropped the related “You Are 
There” TV series, to sponsor succes- 
sively “Air Power” and ‘The Twen- 
tieth Century.”’ Agent participation 
in the advertising campaign—helping 
“sell” the ads as a means of helping 
produced 
gratifying results. Sixty-one percent 
of the agents sending out campaign- 
related postcards, for instance, re- 
ported sales traceable to that contact. 

The film cost only one percent of 
the budget for the campaign it “sold.” 
But the news is not in the cost: Most 
companies large enough to be inter- 
ested have already bought enough film 
— for sales training, product promo- 
tion, employe information, etc. — to 
know approximately how much a 
similar movie would cost in their own 
case. The real news is that Pruden- 
tial was able to translate into human 
terms, diverting and meaningful to an 
audience of salesmen, the crucial mes- 
sage ‘Advertising Helps You.” @ 


themselves sell insurance - 
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Dale Carnegie 
Sales Course 
now available 


in 126 cities! 


Whether your salesmen are local... or 
all over the map... they can now profit 
from identical salesmanship training 


Here's a sales course that frees you of one of the 
toughest tasks in sales training—instilling time-tested 
sales principles into the daily work habits of your 
salesmen. This training can make top producers out 
of your marginal salesmen. And, because they can 


take the course on their own time. it saves you time! 


Now—for the first time—the Dale Carnegie Sales 


Course is available to vou in 126 cities, all over the 
country. Each salesman receives identical training... 


and he may visit any class in any city at any time. 


DALE 
CARNEGIE 


Sales Course 


v York 36, 


DALE CARNEGIE 
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This is action training—your salesmen learn by doing! 
They practice selling your product or service in a 
“sales laboratory’ under the direction of seasoned 
salesmen-instructors. You'll see the proof on your 
sales reports. Take action yourself right now by mailing 


the coupon below for full details! 


What this course is...and isn't: The Dale Carnegie 
Sales Course is based on the principle that the best 
way to learn is to do. Salesmen dramatize selling 
methods themselves, at every session. This is no “‘one- 
nighter” pep-up course; effects are lasting. There are 
no long-winded lectures, no examinations, no reports. 


Your salesmen will like this stimulating way to learn. 


DALE CARNEGIE SALES COURSE 
Dept. SM 5912 / 15 West 46th St., New York 36, New Yor 


end complete information re 
Dale Carnegie Sales Course 
end name and address of D 
ales Course representative 
name 
company 


address 


IDEA IS TO SELL VACUUM BOTTLES: 
Lunch boxes for picnics, for factory workers, 
for school children all 
common: 


liquids. But to sell the bottle you nave to put 
it into a handy carrying case. If you make 
the case not only practical but attractive you 
sell more cases—and more vacuum bottles. 


have one thing in 


a vacuum bottle for hot or cold 


Sm 
POWER OF TV: 
the Disney character, de- 


Zorro, 


corates this year’s Alad- 
din Industries school lunch 
Who will 
next year? No one Knows. 
But Aladdin's 


dent in 


box. be on it 
vice-presi- 
charge of sales, 
Vernon K. Church, is sure 
of one thing: that charac- 
ter must be promoted con- 
tinuously on television. 


BS WW 


Kids Know What They Want, Too 


Aladdin was Mr. Big in the kerosene lamp business (re- 
member?). Now it is Mr. Big in school lunch boxes. And 
the company's drawing on TV for its merchandising ideas. 


1 
the 


who will be 


the lunch 


their 

Kits © 

ss will ctate the 

non K. Church, sales vice- 
it of Aladdin Industries, Inc., 
lle, “Venn., 


market 


a firm which, since 
lunch kits 
tying in with 


movie charac- 


iS ralsed 
lan SUUG% 


ssible ‘IV 


| 


ind 
was not accomplished by so 
in act as Aladdin rubbing the 


amp. A few years ago there 


was only 


one big name in the vacuum 
business, American Thermos 
Co., but today Aladdin is run- 


ware 


Bottle 


78 


An interview with 


Vernon K. Church, 
Vice-President, Sales 
Aladdin Industries, Inc. 


ning a close second to its main com- 
petitor, and seems to have passed the 
entire field in designing, manufactur- 
ing and marketing of 
lunch kits, which 
bottles. 


junior size 


include vacuum 


To Victor S. Johnson, Jr., presi- 
dent of Aladdin and son of the 
founder, the market for these prod- 


Wo ld 
reasons [01 


bottles 


rT unlimited, after 
War Il. He saw three 
actively promotin 


and lunch kits: 


1. Increasing 


ts seemed 


Vacuum 


oO 
g 
industrial employ 
ment meant that more people would 
be wanting warm-lunch containers. 

2. Increasing leisure time meant 
more people would be going on more 
outings, needing more _hot-or-cold 
drink and food containers. 


? 


3. The post-war baby boom meant 
a greater demand for school lunch 


kits. 
In 1950, Vernon K. Church, who 
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“This is the size we use for the Growing Greensboro Market!" 


" Take a look at the figures and you'll know that the only 
f thing going to the dogs in the growing Greensboro 
market is dog food. There are more than 1,000,000 
people within a 50 mile radius of Greensboro . It’s 
of the top distributing centers in the South, and the 
center of the greatest manufacturing area in the South 
Greensboro Metropolitan Market is 15th in total retail 
sales, 20th in total income, 23rd in number of fam 
in the South. Sales come easier when you use the 
Greensboro News and Record consistently. Over 100,000 
circulation daily; over 400,000 readers daily 


Only medium with dominant coverage in the 
Growing Greensboro Market and with selling 
influence in over half of North Carolina! 


CoA 


(9 a 
Write today for your free 1958 (7 reecuHs boro 


Major Markets Analysis Bro- ‘ y 
hur f oll 280 Moj Mar- ] “ 
+ aiaaaicaiies News and Kecord 


Sales Management Figures GREENSB OR 0, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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FOR THE MOST STIMULATING |CONVENTION) YOU'VE EVER HAD! 


ypc 
ie Sz Bh my 


“A 


\ ° "CUBANA "HAVANA 


> nN 

, Your men will get more out of a sales meeting or con- % AA, Further, Cubana helps you plan all activities—business 
NK vention in Havana or Varadero. You'll get more out of tee or pleasure — makes suggestions for accommodations, 
7 them. They'll relish the novelty of Havana’s “‘old world- ; tours, night club and casino visits. Cubana prepares pre- 
new world” setting, the invigorating climate, the most convention literature and sends it direct to salesmen to 
— modern new hotels, the many facilities for work . . . for . keep them on their toes and “rarin’ to go.” Best of all 
sun and fun ... for an overseas convention, the costs are less than you'd expect. 

It’s a package deal that packs a lot of sales incentive. 

Cubana assigns as many planes as you need for your 
exclusive 4 paints a Again on td in big alee ny ¥ FREE! Send a reservation for the informative, illus- ee 
3 trated file folder, “A Brief case for holding your / 
decorates the interiors with your signs, slogans, cam- Convention in Cuba.” It's crammed with ideas for /@ 


paign material. These chartered planes—modern Super PY planning the best convention you've ever had. ee 
G Constellations or Prop-Jet Viscounts—take off from the =< Write Dept. MG 


place you designate, fly swiftly and pleasantly to your 
chosen destination. Arrangements can be made for exciting CUBANA ALRLINES 
refreshments and delicious meals aloft. Executive Offices: 625 Madison Ave., New York 22, N. Y. @ Plaza 3-0516 
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i" the company several half-pint vacuum bottle, a lunch kit had the only character kit on the 
was appointed vacuum bottle was the most inexpensive and practi- market, but Hoppy’s popularity began 
Aladdin started to hit cal way to send Sammy to school to fade and there were threats of 
n vacuum ware sales. with a meal that included a nourish competitive entry into the field. 

ntroduce new fea ing hot beverage or soup. Sole eye As a running mate for Hopalong 
ree form design and appeal was a bright color. Cassidy, the Aladdin “committee” 
andising in school School lunch kits had long been chose his modern counterpart, ““Tom 

recalls. “During a considered by Aladdin and other vac Corbett, Space Cadet,’ and = space 
executives it was ium ware manufacturers as simply a happy kids loved it. Aladdin has 

» way to take over the product of their most important since shown an unusual ability to pre 


ield to depart 1e vacuum bottles. Marketing dict juvenile tastes in heroes. ‘The 


4 


a television me I iat a good way to sell parade of stars has included Annie 


small fry more bottles was to make it handy Oakley, Wild Bill Hickok, Robin 


ise his picture as tor K ds to irr\ them. The logic al Hood, Daniel Boone, and most re 


kit.” result was the development of a sturdy cently, Zorro. 
arrving case, or lunch kit. Never- Only a few of these models are 
theless If r| 


inheard of. the years, as the popularity of a hero 


it product appeal was still in the current Aladdin line. Over 


+ th 
a i 


at time was Decorated lunch” kits emanated wanes, Aladdin discontinues the mod 
1e became the from a meeting calle President el. This has obviously paid off by 


vs h its. Johnson and attended by Church, developing and maintaining strong 
+} 


) 
} 


beyond expecta- vacuum ware salesmen, and dealer confidence in the freshness of 
opened up many William Hart Adler, Aladdin’s ad the Aladdin line. 
ry. At the close vertisi head. Licensing de 
ng, H« »py's li +o hurriedly lrone ou é a 
oe — edly ironed out and New TV Hero, New Model 
rro, appearing ide design was drawn and pasted 


glory on the ‘ undard kit. Church headed for 


ree ton 1 
ree O} 


+ 


¢ 


agen 


To take up the slack between idols 


some measure ‘ 
ome measure of and to cut down development costs 


will always buve yn from the largest of 
' company’s distributors. He re 
extent irne the home office with the 


d’’ models lgge le order for lunch kits the 


on new models, the company has de 
veloped a design technique that 
stresses a general adventure theme. 


: Today’s line includes, in addition to 
caneer and OMIpaHny Bac ever re eived. the ‘“‘heroes,”” a Chuck Wagon model, 
models to irch hired Robert O. Burton, shaped like a Conestoga wagon; a 
brightly-colored Buccaneer kit re- 
sembling a small pirate’s chest ; Debu 
tante Junior Miss and Plaid, fashion 
ably designed for the “sub-deb who 
carries her lunch.’ Also available 
constantly is a Disneyland model and 
finally, a junior “Doghouse” model 
which is a small-scale copy of the 
familiar workman’s lunch kit. 
An outgrowth of the original group 
o4 that met in 1950 is the New Product 
What Happened to Aladdin's Lamp? Development Committee. It is still 
composed of Aladdin’s sales personnel 
in the sensible belief that these men 
know best what will sell and what 
will flop. Church heads the commit 
tee, and other members are George 
Cole, sales manager, designer Burton, 
adman Adler and leading regional 
Obviously their lamp business was on the way out, and sales personnel. 
Aladdin turned to the vacuum ware business more heavily, put- These eight men meet each Sep 


l o fully develop 

the Hopalong he ginal design, and when the pre 

1950, Aladdin hool lvVing season opened, colorful 

‘lied almost en- ppy kits were on display through 
appeal to sell 


ee years, Aladdin 


In 1928, Aladdin Industries was still known as Mantle Lamp 
o., and as late as 1947, kerosene lamps still represented 50% 
of total sales, vacuum ware 25% and electronics 25%. Readers 
over 45 know what happened to the kerosene lamp business. 


Rural electrification doused it. 


ting heavy financial, production and sales stress on this line. tember to decide which models will 
The company moved into second place, behind American Ther- be discontinued as well as to create 
mos Bottle Co., within five years. new ideas for replacements. No new 
character design, however, will get 
final approval of Church unless there 
is an absolute guarantee that the fea- 
tured character will be starred on 
continuing network TV. 

President Johnson gives the final 
O.K. on new selections, and he in- 

Aladdin Industries, Inc., is located in Nashville, Tenn., in one sists that art quality be the best avail- 
of the nation’s most modern plants, belying the company’s start able. To assure authenticity in Dis- 
as a manufacturer of kerosene lamps. ney characters like Zorro, the art- 
work is actually produced in the Dis- 
ney studios. 

Approximately six months after the 


But the “light” is not out completely. Aladdin still produces 
a fairly big volume of kerosene lamps for lighthouses, railroad 
cabooses, forest ranger lookouts, emergency standby lighting for 
hospitals, and for export. The company also has an electronics 
division which manufacturers components for radio, radar, 
television, digital computers and other electronic equipment. 
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SHIPPERS 


THEN YOUR SHIPPING DOLLAR IS BEING 
“TAKEN FOR A RIDE” 


Some airfreight and truck carriers today ad- and mean less service. Be sure you compare 
vertise so-called “bargain” rates which actu- Railway Express rates and service before you 
ally impose higher minimum weight charges — ship with any other carrier. 


HERE ARE DOWN-TO-EARTH acts on RAILWAY EXPRESS SERVICE 


Widest Railway Express serves some 23,000 communities to give you mass 
Coverage—_  distribution—with one company responsibility. You can reach every 
major market in the U.S., and with Railway F xpress World Thruway 
Service—most every major market abroad. No more worries about 
delays and divided responsibility in transferring between two or " 
more Carriers. y N 
y 
maha 
GENC 


y 
Special You get door-to-door delivery, at no additional cost within REA < 
Low Rates—__—- vehicle limits. What’s more, Railway Express offers special low com- 

modity rates on ready-to-wear merchandise, graphic arts materials, 

hosiery, shoes, drugs, import-export traffic and many other cate- 

gories. Call your nearest Railway Express Agent. He’l] tell you why— 


THE BiG piFFereNcE is RAILWAY EXPRESS 


AUGUST i5, 1958 


What this Reply-O-Letter 


doesn’t say 


makes your prospects reply 


Because, it tells just enough 

of your sales story to make a prospect 

want to hear more. 
ing your direct mail s« 
take it from there. 


more interviews. 


1est quality 
. s) your 


he Built-In reply 


ito your sales program 
1 on the value of 
ur skilled writers and 
> sales message. We've | 
ails about the sales forces 
. Write for a copy of our 
“Tt Was Answers He Wanted.” 


ir letterhead, please 


. 


REPLY-O-LETTER 


Central Park West. New Yor 23. N.Y. 


Sales Offices 


rk * Boston * Chicago * Detroit * Cl+veland « Toronto 


\ 


committee’s selection, the new model 
kits are rolling off the production 
lines. By mid-May shipment of kits 
to jobbers has begun; retailers are 
stocked by mid-August or early Sep- 
tember in time for the pre-school buy 
ing rush. 

Aladdin’s school lunch kits are sold 
through company salesmen and man- 
ufacturer’s representatives to whole 
salers for hardware and houseware 
stores, drug stores, rack jobbers and 
leading merchandising chains. Retail 
outlets are super markets, variety, 
drug and hardware stores. Aladdin’s 
vacuum bottle and lunch kit lines are 
sold in these outlets as well as othe: 
vacuum ware, workman’s lunch kits, 
vacuum pitchers for home and office 
use, and high-styled one- and two 
bottle outing kits. 

Aladdin school lunch kits as well 
as other items are supported by a 
strong national advertising program. 
Scheduling for the balance of 1958 
and 1959 includes two- and four 
color advertisements in Hardware 
Age, Hardware and Housewares 
various editions of Chain Store Age, 
Ame rican Druaai sf Sal \) Meanaae 
ment and Premium Practice. 

Consumer advertising for late sum- 
mer, fall of 1958, and early winter 
of 1959, will depict Aladdin’s lunch 
kit line in Parents’ Magazine, Mc- 
Call's, Ladies’ Home Journal, Life 
Look and Good Housekeeping. 

For the fall of 1958, Aladdin is 
scheduled to run spot television ad- 
vertising programs in each ot the 
country’s key market areas, 16 in all. 
Heaviest programming is with 
WXYZ, Detroit 12 spots a 
week for six weeks. Predominantly 
ndustri: this area excellent 
lunch kits and vacuum 


Maturity of Marketing 

“Perhaps the best indication 
of the maturity of the market- 
ing research organization in an 
industrial company is the ability 
to answer ‘yes’ to each of the 
following questions: 


“Does it create data rather 
than merely collect it? Does it 
analyze data and make recom- 
mendations rather than merely 
provide facts? Have some of its 
men moved successfully into 
major jobs in other parts of the 


> 


company? 


B. E. Estes, Jr. 
Vice-President, Marketing 
United States Steel Corp. 


SALES MANAGEMENT 


A CITY LARGER 
THAN BOSTON 

IS HIDDEN INSIDE 
LOS ANGELES 


schedule reaches 100% 


= , f the families in 
It’s humming! Ask the advertisers in The Mirror News — the oF tae Comes ay 
of these major cities: 


HOW'S BUSINESS IN HIDDEN CITY? Rete 


jy metropolitan weekday paper that’s read in four out of ‘ 
five Hidden City homes, They’ve got the buyinge st audience Dallas Minneapolis 


as New Orleans, Seattle 
in town — young homemakers (more than half of them 39 or iin teeion 


under)... young children (422,000 at last count)... young, up- LOS ANGELES EVENING 
and-coming providers (83% already making $4,000 or more Ne ee MIRROR NEWS 
in the well-paying occupations). And Hidden City has $1':- than the Hidden City 

billion to spend for the things it needs, the things it wants of The Mirror News — 


: 2 a Represented by O’Mara & Ormsbee, 
and anything else that’s advertised in The Mirror News. & a 


New York, Chicago, Detroit, 
San Francisco 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER. 
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“News” Technique in Sales Movies 
Helps G-E Sell 28 Product Lines 


News is always more exciting than lectures. So four times 
a year G-E's apparatus and distributor salesmen are ex- 
posed to movies showing G-E products in use. At the same 
time managers talk to salesmen about new developments. 


By R. J. WAHLIN, General Electric Co.* 


Advertising Sales Pro 
motion Department. Writing and di 


Ing I tl 7 lil re handled 


paratus 


also produces the Salesreel. All the 
esponsible agencies are located in 
Schenectady. 

The Salesreel is financed out of 
the advertising budgets of interested 
product departments, and the devel 
opment of each product story 1 
termined both by the product de 
investment and by 


salesn en nun ber in ment’s dollar 


ls and are spread nature of the subject matter. 
ndred individu: 
ts, and abou 


nderstandably he mmunicat ry suggestions are sent to each in 


faced by terested The 
isked t 


When it comes time to start pre 
a script, letters which solicit 
produ ft 


ré blen ‘partment. 


iles Division is sizable. The Sales produ 

a . : 

eel valuable — make 
in helping to solve this problem. area O 

know. Salesmen it is felt 

marked disinterest in anything they 


departments 
las proved to be a ire their 
f 


‘need to know, not 


have a 


irrent news 


Che Salesreel s ipplies ‘ 
ta 


lew products cilities, and sales ; 
echniques. It allows G-] cant turn into orders. 
1& 


sie: wad a a ee Story Reactions Checked 


ng G-] 


Salesreel 


The sales districts are also solicited 
makes it 
sales and marketing 


lirectly t 


inique and interesting sales sto 
and they are asked 
o a salesman l } me what they think of 


*\ elopments oT intere nim. on 


Trom time to 
the intorma 


coming out in the films. If some 


+} . 
Ww 1 desig 1d ng ype of story continues to draw a cold 
cnanges if I 1u ‘ception, it’s quickly dropped. 
After the story 
eceived in 


+] staff evaluates them. Hurley 


entioned have 


suggestions 


n tron 


Schenectad the 


oreatest 
S ilesmen. () Keefe ses 
ing background to suggest tie-ins with 


irrent 


! sales promotion ind adve 


tising campaigns. 

Now that the 

lected they are 

The motion picture pt 

ire alerted for filming and they start 
building whatever sets and props will 
be required. 


This motion picture production 


J. Wahlin is in G-E’s 
Promotior 


Advertising 
Department, Visual 
Schenectady, N. \ 


init is one of the few in industry 


Education Operatior completely staffed and equipped with 


84 


a professional soundstage, experienced 
ameramen, sound engineers, artist, 
editors, and technicians. The average 
length of experience of staff members 
is twenty years, and they have at one 


another encountered every 
which 


mime ial 


problem 


It takes a month to 
for the Salesreel, but 
ba t 


tion time in tror ot 


only abo 1 


tion 


sequences 

fessional narrato1 
are required for | demonstra- 
t there 
ng salesmen 
* them 
selves in such a film. Whenever pos- 


id 
ions and dialogue. However, 
s no substitute for hav 
and sales management “‘play 
sible, this non-professional “‘talent’’ is 
teamed up with the protessional nat 
actors to give a smoother 
This is heipful, 


even the most capable sales manage 


rator and 
presentation, since 
will often become nervous when he 
sees the lens in front of him. 
Salesreel movies can not only offer 
straightforward ‘ ts and bolt” de 
scription, but they can inject humor 
itilize cam- 


the most 


and they can 


era and sound effec ts to get 


ind drama, 


out of the sales story. 

Since many of G-E’s products are 
ised in some rather remote locations, 
the Salesreel’s director and produc- 


tion crew have photographed every- 
thing from motors operating in a mine 
shaft to various types of equipment 

tested at 30) degree tempera- 
tures on top of NIo int Washington 


in New Hampshire. ° 


that can match see 


There is nothing 
ing a product suc 
cessfully living up to the claims being 
made for it. 

“One hundred feet of effective mo 
tion picture film,” observes Sales 


Training Manager Hurley an doa 


far better job than five thousand let 
ters.” However, the Salesreel is 


backed up by a subject outline of the 


material in the reel sales 


engineers are encoufra onduct 


sales meetings around t 
The four-times-a-vear distribution 
with G-E’s 
sales meetings. The 
highlight of 
meetings, and it provides management 


fits right in istomary 


quarterly Sales- 
ee] serves aS a these 
with a professional, hard-hitting nu- 
cleus around which to build the rest 
of the meeting. ® 
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Among the Nation’s Major Markets — 
Detroit is: 


F in Retail Store Sales 
DETROIT ES _ _ 


in Food Store Sales 
per Family 


- in Automotive Sales 
M oes >i per Family 


in Effective Buying Income 
per Family 


x | In Gasoline Service 
fm 68% Station Sales per Family 
ey . 


in General Merchandise 
Store Sales per Family 


IF YOU Tie 


DETROIT NEWS IS: 


USE THE oe si IN CIRCULATION 


‘ . in Michigan, in the 
Trading Area, in the Metro- 


politan Area — Weekdays 
and Sundays! 


NEWS a ; Wj! IN ADVERTISING 
YOU KNOW The 


than both other Detroit 
Detroit News 


Newspapers combined! 
Eastern Office... 


472,191 Weekdays Pacific Office.........785 Market St., Sa 
588,989 Sunday Chicage Office. .435 N. Michigan Ave., Tribune 
{BC 3/31/58 " Miami Beach... ..The Leonard Co., 311] Linco 
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For Campbell’s Oyster Stew, 
BBDO used its head when it said 
that now you can have oysters any 


THE SC RATCH PAD month in the year. 


. 
Non-Sequitur Dep't: “Mothers 
seem prettier in a home that has a 


Hainmond Organ.” 
e 


By T. Harry Thompson 


Another attractive British dialect: 
Alfred Hitchcockney. 
ST gee ; e 
Ras tor noses : Alcoholics Anonymous would be 
Siesta I ee distressed to learn that Wilkes-Barre, 
ragweed-season. t you are one ot > ‘. v° ue cre 

hert eetell thas , pan Pa., has a Gin Club, which meets 

— Nat room-condl- regularly at the Sterling Hotel. 

ind stock-up with Kleenex. . 

ly placed about your home 


For the tenth consecutive summer, 
The Times supplied some 1,200 
booksellers and librarians with vaca- 
tion-book-promotion kits, including 

° posters, gummed streamers, easels, 
A bank in that lively town, by the and book-inserts. 
, way, placards: “Plant a garden if ss 
workmanlike headline by you must, but get your cabbage here.” A silly locution from where I sit is 
Why Paul Bunyan had , “television in living color.” What is 
. our choice, dead color? 
Old-timer: One wl Vaisala, : 
headlines ber a sv “ae r of Anco Se A new comic-strip called “Rick O’- 


Ttoremost 


Shay” makes me wonder what ever 
happened to my short story, “O’Shea 
Can You Ski?” Its protagonist was 

Mary had a /ittle lamb, because a Rick O’Shea. When a publisher sat 
lot of lamb runs into real money at on it for a year, I gave up. It must 


day s 


inflated prices. have been frightful! 


In Behalf of Billboards 
Not long ago, I read a philippic on the “blight” of billboard 


vertising. The publisher offered reprints at a sliding scale of 


| didn’t exactly telegraph my congressman. You see, billboards 
have been the whipping-boy of outraged esthetes for eons. Somehow 


I can’t share their contempt. 


rip abroad, two billboards smiled at us in Amster- 


. one for Reo motor-cars and one for Kelly-Springfield tires 


i friendly greeting where all about us seemed to speak Choctaw. 


Pullman ride (from Philadelphia to Chicago), bill- 
ined the right-of-way. A 24-sheet poster for Prince Albert 
in associate of mine, Arthur Thomson, lighting his cigaret 


pipe bowl ot another o-worker, George Thornley. A 


nvoy all the way! 


eytr that quality, I think. Wherever you travel, a 


h. 2 
t. Hominy ot a friendly board assures you that you never 


lis favorite From where I sit behind the wheel, billboards enliven many a 
tory was. The bov said the roadway that could be Siberia for all its barrenness. In my book, 


re -e ¢ L. 
Bethlehem. A hen asked they do not stretch scenery into obscenery. 
why Mary and Joseph stayed in 
nd the amall fro aid 3 ; 
und the small fry said i . 
. lall Iry sa d it If the choice is between billboards and endless miles of scrub pine 
there was no room i . a . 
of the mouths of I’ll take billboards. And you can throw in a hot-dog stand or two. 


iding statements. 
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Famous salesmen we have known... 


Then... (1908) 


the new kind of FORD 


ee 
Outdoor Advertising 
war 


In short, Outdoor sells! 


Myr. John R. Bowers, Car Advertising Manager, 


Ford Division, Ford Motor Company, says: 
“Outdoor advertising has been ‘on the road’ for Ford for over half a century 


.and it’s still one of our most successful salesmen.” 


S out of 10 people remember OUTDOOR Advertising !* 


Standardized Outdoor Advertising, 24 and 30-sheet Posters-and Painted Bulletins oO A H 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
Urban Poster Reade arch ( tinuing Study of Outd Advertising 
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WORTH WRITING FOR... 


Newspaper Markets 


Ch Ss st idy makes It possible I 


nd marke ing executives to al 
ivertising expenditures based 

the sales potential repre 

given media audience and 

rea. It records the popu 

each of 168 

tan newspaper market areas. 

irrent estimates of popu 

ving power, and retail sales, 

the 1958 Sates MANAGE 

ey of Buying Power esti 

daily newspapers 

metropolitan area 

re treated as a separate group. De 
fined are 168 separate newspaper mat 
eas: each built 


rd Metropolitan \rea as its nucleus. 


round a Stand 


“ach newspaper market 


inties in which the spe 


100 hou 
n spending 
ts (S10.000 and ove $7.000 to 
999. $4.000 S$? 500 to 


oot en 
ry il ill ale tood 


niture, household and appliance; auto- 
gasoline service; lumber, 
building material, hardware; drug 
In addition, there is a list of 
daily newspapers and their circula- 
tions. The complete report, ‘Metro- 
politan Daily Newspaper Market 
Data 1958,” may be obtained from 
Alan S. Donnahoe, Vice-President, 
Richmond Times-Dispatch and The 
Richmond News Leader, Richmond, 
Va. 


motive ; 


store). 


What Makes People Buy? 


What makes them hesitate or post- 
pone buying? What makes them re 
fuse to buy? Recognizing that adver- 
tising is a force designed primarily 

bring consumers into prospective 

the purpose of Part I of this 

ie study was to probe methods 
techniques by which sales are 
losed, postponed or lost. To get the 
answers to these questions, owners 
and managers of 16 top Phoenix re 
(including department, fur 
clothing and 

irms) loaned 8 to 10 of their 


tail stores 


niture, gift, appliance, 
f 


jewelry 


best salespeople men and women ) tor 


about them? 


don't look now.) 


most urbanized counties? 


counties account for? 


Can You Get Away with Selling 
Only One County in Fifteen? 


Like the top counties? You're probably more familiar with 
them than with the lesser markets—but how much do you know 


Let's assume you concentrated your marketing in the top 200 
counties and sold none of the other 2,870. What part of the 
national market would you be selling? Here are five quick ques- 
tions whose answers may surprise you. (Answers are below—but 


|. What percent of the nation's population lives in the 200 
most heavily populated counties? 


2. What percent of the urban population lives in the 200 


3. What percent of the nation's Effective Buying Income do 
the 200 leading counties represent? 


4. What percent of total retail sales do the 200 top-volume 


5. What percent of food store sales do the 200 top food 
store sales counties account for? 


Source of answers: Sales Management Survey of Buying 


Power, May 10, 1958. 1.579%, page 102; 2.74.5%,, page 109; 
3. 66.7°/,, page 104; 4. 63.9%, page 110; 5. 64.8%, page 116. 


a one hour’s carefully led series of 
group discussions per store. Objec- 
tive: to secure salespeoples’ unanimous 
group opinions of why sales are closed, 
postponed or lost entirely. Three 
charts in the study point up clearly 
that salespeople take responsibility for 
lost sales as openly as they take credit 
for closed sales—and record other ele- 
ments of important consideration for 
sales and marketing executives. In 
cooperation with Arizona State Uni- 
versity, Part II of the study probes 
consumers themselves to see how their 
opinions stack up with retail sales- 
peoples’ views. Copies of “Consumer 
Buying Motivation Study” are avail- 
able from William K. OpDyke, Man- 
ager, Sales and Market Analysis, 
Phoenix Republic and Gazette, 120 


E. Van Buren St., Phoenix, Ariz. 


Turning the Business Tide 


When sales go down . the at 
mosphere becomes smoggy with slo 
gans aiming to loosen advertisers’ 


| . clichés fly thick and 
fast urging business to “break the 


yurse strings... 


dam of buyer resistance” by feeding 
more dollars into the fuel tank of an 
dvertising bulldozer . . . should ad- 
ertising budgets go up? The answer: 
No, more advertising is not neces 

ily the force which will turn the 
“The penetration 
must be deeper the aim of ad 
vertising must be no different than 


of business. 


that of your salesman or dealer.” The 
easons for less or more advertising 
and when and some potent spe 
cifics are clearly put down in a timely 
national advertisers’ edition ot Grey 
Vatter. Copies up to 10 are avail- 
able without charge. Write to Arthur 
C. Fatt, President, Grey Advertising 
Agency, Inc., 430 Park Ave., New 
York 22, N. Y. 


lowa's Expanding Economy 


\ bulletin just out reveals that 
lowa’s retail sales for the first quar- 
ter of 1958 were up more than 10%. 
For the fiscal year ending June 30, 
[owans spent more money in retail 
stores and for new automobiles, 
bought record amounts of cigarettes 
and life insurance, and had larger net 
ncomes than in the preceding year. 
Heavy construction increased 51% in 
June 1958 over June 1957. Six new 
industries were added in June to the 
state’s industrial growth. lowa’s in- 
terstate highway programming ranks 
fourth in the nation. Copies may be 
obtained from David Kruidenier, Jr., 
Vice-President, Des Moines Register 
and Tribune, Des Moines, Ia. 
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How to tell your story to six super-selective groups of prospects...» 


Better Homes & Gardens 
Idea Annuals 


offer advertisers the idea power of BH&G 


focused on any of 6 different areas of home interest 


Here’s selective advertising that goes they find on every page into realities. 
to work immediately—and keeps right Does your product belong in one or 
at it! Because the people who buy two—or in all six of these specialized 
BH&G Idea Annuals study them like books? Talk it over with your Better 
textbooks. And they welcome advertis- Homes and Gardens representative. You 
ing that tells them how to turn the ideas may find the discussion very profitable! 


Hater OS can \ f 4 
Kil Tiki / CLOSES: OCTOBER 15,1958 
ON SALE: DECEMBER 18, 1958 
RATE BASE: 225,000 
Page after page of exciting, practical ideas for building, re- 
modeling or furnishing a kitchen to make it both functional 
and glamorous. An ideal way to reach people with an immedi- 


ate interest in the innumerable products needed to achieve a 
modern kitchen—and to enjoy it in use, 


pr Ain a c vows at 4 | ortvwrsatoris HOME a : 
ST mn | J APROVEMENT 9 | nee 


ae a S$ Re ase FLAN 
r Des ; ww fh IDEAS =: IDEAS 
eo nt 2 We os we 


3 . 
», es 


Closes: August 15, 1958 
On Sale: October 16, 1958 
Rate Base: 550,000 


MEREDITH OF DES MOINES... America’s biggest publisher of 
ideas for today’s living and tomorrow's plans 


Closes: December 12, 1958 
On Sale: February 19, 1959 
Rate Base: 135,000 


Closes: November 14, 1958 
On Sale: January 20, 1959 
Rate Base: 165,000 


Closes: June 13, 1959 Closes: July 15, 1959 
On Sale: August 19, 1959 On Sale: September 16, 1959 
Rate Base: 165,000 Rate Base: 450,000 
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GMT por seTtER Uv 
WIDES HOME REMODEL 


New Focus Brightens 


Lighting Sales Picture 


The American Home Lighting Institute, representing 16 
manufacturers, 110 distributors, found that the average 
home has just nine fixtures—should have 25. That's its 


goal. You'll hear a lot about good lighting from now on. 


The American Home Lighting In 
Stitute 1S a non-profit trade organiza 
tion of residential lighting fixture 
manufacturers and distributors, as 
well as makers of component parts. 
It was launched in 1945, but in June 
of 1955 AHLI was about to fold its 
tent and disappear. Membership was 
down to six manufacturers. Sales of 
ighting fixtures were moving at a 


pace of $64 million a year, less than 


PUBLICITY has played an important 
role in the job that the American 
Home Lighting Institute has done in 
spotlighting the need for better illumi- 
nation in the home. Shown with some 
of the thousands of clippings gathered 
in the past 2'% years are: Stanley A. 
Framburg, president of H. A. Fram- 
bury & Co., Ted Cox, AHLI managing 
director, and Edward F. Anixter, 
Englewood Electrical Supply Co. 


half of what the experts thought it 
should be. Lethargy within the in- 
dustry itself was the biggest trouble. 
Joint action for 10 years had failed 
to produce results. Now the picture 
is dramatically different. AHLI 
membership has risen to 16 manu- 
facturers, plus 110 distributors who 
have been enlisted as associates. Fix- 
ture sales are up to almost $92 million 
a year. In spite of a 7.1% drop in 
housing starts, fixture sales dropped 
only 1.5% in 1957 as compared to 
1956. 

What reversed the market picture? 
Primarily a combination market- 
development and public relations pro- 
gram. The Institute hired Ted Cox, 
a Chicago public relations counsel, as 
managing director, and threw the 
whole mess into his lap. 


Cox set up these objective 
AHLI: 


1. to stimulate increased consumer 


purchases of lighting fixtures for new 
and existing homes; 


. to sell builders, architects, deco 


rators, and others on the importance 
of better fixture lighting in the coun- 
try’s under-lighted homes. A survey 
showed that the average home had 
only nine fixtures, while minimum 
good lighting called for 25; 


> 


3. to provide facts, ideas, trade 
promotional material, and other data 
to help both manufacturers and dis- 
tributors get an increasing share of 
the consumer dollar; 

4. to encourage all beneficial legis- 
lation and regulations pertaining to 
the installation and use of lighting 
fixtures ; 


5. to represent members, when 
duly authorized, in any matters af- 
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BLUEPRINT FOR A PERFECT SALES MEETING 


THE NEW BALLROOM WING 


OF THE 


SHERATON-WEST 


LOS ANGELES 
Formerly the Sheraton-Town House 


_ a _—=--— — ge — — — 


REGENCY ROOM 
mt. . 
pense! 


These four new Banquet Rooms in 
the Sheraton-West are beautifully 
decorated and air-conditioned. 


i, dramatically nev 
balir and banquet room. Be 


j functionall 


autifully 


Each has its own public address 


system and every facility to make 


your business meetings a success. 


Combined capacity 527 


i 
WEDGEWOOD ROOM . NOW BOOKING 


iroom, separated by soundpro \ Make 


now 


y Ba reservations 
your 
meeting 
At your 
convenience, contact: 
SHERATON-WEST, 
3oulevard, Los Angeles 


DUnkirk 2-71 


for 
next banquet, 


or convention. 


Wilshire 


° r 
> OF 


e-: \ 


ee ot Pee 


LAFAYETTE ROOM 


Sheraton Hotels National 
Convention Manager, 
Sheraton-Park Hotel 
Washington, D. C. 
COlumbia 5-2000 


ettir f 


Combined capacity 197 for meetings, 142 for banquets. 


VISCOUNT ROOM 
beautifu pa 


arder 


THE SHERATON-WEST, former|) 
luxury on Wilshire Boulevard with 


rant underg and lovely 


the SHERATON-TOWN HOUSE, is an island of 
swimming pool, gardens, fashion: tbl restal 
Lanai suites. Conveniently located 


garage 


aes 
%) SHERATON HOTELS coast to coast in the U.S.A. and in Canada 


PITTS 
Penn-Sher 


BALTIMORE 


>BURGH 


aton 


ROCHESTER 
Sheraton Hotel 
BUFFALO 
Sheraton Hotel 


DETROIT ‘ SIOUX FALLS, S. D 
Sheraton-Cadilla heraton-Terrace Sheraton-Carpenter Sheraton Hotel 
CINCINNATI tor > Sheraton-Cataract (opens summer 
Sheraton-Gibsor CEDAR RAPIDS, lowa CANADA 


PORTLAND, Oregon 


1959) 
heraton- Belvedere 


heraton Hotel 
INDIANAPOLIS 
Sheraton-Lincoln 
FRENCH LICK, Ind 
n h Lick-Sheraton 
) CITY, S.D 


PHILADELPHIA 
heraton Hotel 
ROVIDENCE 
beraton-Biltmore 


SYRACUSE 
Sheraton-Syracuse Inr 
Sheraton-DeWitt Mote 
BINGHAMTON, N. Y 
heraton-Binghamton 
(opening early 1959) 
MIDWEST 
CHICAGO 
Sheraton-Blackstone 
Sheraton Hotel 


ST. LOUIS 
Sheraton-Jefferson 
OMAHA 
Sheraton-Fontenelle 
LOUISVILLE 
Sheraton-Seelbach 
The Watterson n-Johnson 
DALLAS SIOUX CITY, lowa 
Sheraton Hotel Sheraton-Martin 
(opens early 1959) Sheraton-Warrior 


Sheraton-McAlpir 


Sheraton-Russell ot oe 

BOSTON Sheraton Ritz-Cariton 

Sheraton-Plaza be seep 
SPRINGFIELD, Mass 

WASHINGTON Sheraton-Kimball 

Sheraton-Carlton ALBANY 

Sheraton-Park Sheraton-Ten Eyck 
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Sheraton-Montrose 
PACIFIC 

SAN FRANCISCO 
Sheraton-Palace 

LOS ANGELES 
Sheraton-West 
(formerly the 
Sheraton-Town House) 
PASADENA 
Huntington-Sheraton 


MONTREAL 


Sheraton-Mt. Royal 
The Laurentien 


TORONTO 
King Edw 


ard 


Sheraton-Br 


HAMILTON, Or 


herat 


NIAGARA FALLS 


, 


>t 


Sheraton-Conna 


Ont 


ight 


n 


tecting the good will of the lightin; 
industry. 

A mass of material on home light 
ing was collected and summarized in 
a 10,000-word fact sheet. This was 
sent to every newspaper, syndicate, 
and consumer magazine editor in the 
country to bring them up-to-date on 
fixtures. The result was publicity 

brought fixture lighting to con- 
attention and stimulated de 


n the act. ‘Through 
Electric Institute, all 


were alerted to the Institute’s fixture 
drive. The profit potential in fixture 
sales was pointed up. Result: A large 
segment of public utilities joined in 
AHLI’s annual Home Lighting Fix- 
ture Month. 

Electrical enlisted. 
General Electric undertook a national 
advertising campaign to feature fix- 
ture lighting and developed a program 
to improve distributor displays and 
“Live Better—Electric- 
ally”’ included fixtures as part of its 
multi-million dollar campaign. 


giants were 


showrooms. 


son Electric Institute, also helped the 
cause. 

Distributors lent substantial sup- 
port. Until 1957, manufacturers had 
carried the promotional ball alone. 
Last year, AHLI offered distributors 
the chance to list their names in a 
Home Lighting Fixture Month ad- 
vertisement in Living for Young 
Homemakers. More than 100 top 
distributors signed, proving by their 
enthusiasm that they wanted to par- 
ticipate in the campaign, so member- 
ship was opened to them for the first 


itilities in the country ‘‘Housepower,” a project of the Edi- time. Thus, AHLI had 110 local 
emissaries to promote fixtures, work 
with local utilities, sponsor model 
homes with builders. 

Among the newer projects spon 
sored by the Institute are classes for 
utility and construction people, and 
distributor sales representatives, de- 


signed to teach them to seil fixtures. 


Standard Guide Builders 


2 ; 
c WORCESTER 
‘g 
F > | Too, this year is seeing the launch- 
re ing of the new “Live Better—Ele« 
trically” Medallion Homes program, 
$] 039 790 000 with a heavy emphasis on fixtures. 
’ ’ ’ AHLI has a tie-in with this program 
2nd Market 
in Massachusetts with the overall electrical standards 
' a home must achieve to qualify for 
a Medallion. Local promotion and 
with a 91.9% coverage advertising behind the program is es- 
timated at $3 million. Around 150 
hy the Telegram-Gazette throughout the U.S. are 
Daily circulation 162,449 


supporting the Medallion program. 
As is the case with the Light for Liv- 
Sunday 105,300 


ing awards, local utilities are the 
judges of whether the standards have 

METROPOLITAN WORCESTER 
COUNTY MARKET 
8 Population, § 


through its “Light for Living” stand- 
ards which serve as a guide to build 
ers. These standards are integrated 


utilities 


Medallion this year. 

Why Light for Living standards? 
AHLI found that contractors, dis- 
tributors, and utilities seking to sell 
homebuilders and modernizers were 
handicapped by the lack of authorita- 
tive minimum lighting standards. By 
working closely with lighting engi- 
neers and other experts, the Institute 
developed the AHLI Minimum Light 
for Living standards. They indicate 
the need for at least 25 fixtures in the 
average home. Since their publication 
last year, more than 50,000 copies 
have been purchased by manufactur- 
ers, distributors, and utilities for mail 
ing and personal presentation to elec- 
trical contractors, builders, home 
owners and others. In addition, says 
AHL I, millions have been distributed 
by magazines and newspapers. 

Publicity: AHLI has written and 
placed more than 25,000 stories since 
1955, in newspapers and magazines 


106 
1JJ 
] 


been met. It is expected that 100 
000 new homes will qualify for the 

J ddit 
E. B. I. (Gair 


an 


387,000 UP 7.5% 
$649,594,000 UP 53.5% 
$169, 405,000 UP 26.6% 

$1,039,790,000 UP 53.4% 
$60,973,000 UP 39.1% 
$20,858,000* UP 105.8% 


May 1958 


Population 


Retail Sales 


Grocery Sales 
Eat 

General Merchandise 
Drug Store Sales 


Management Survey of Buying Powe 
All Outlets) Est. Over $25,300,000 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS ' 
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WTAG AND WITAG-TR 


MOLONEY, REGAN & SCHMITT, Inc. 


OWNERS OF RADIO STATION 
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Complete Bumper crops and Good Prices have made 


BRANCH HOUSE 
Facilities: 


1958 a Banner Year in Agriculture, and as a result... 


Receiving 


== | Business is Good in Kansas City 


Reconditioning 


Shipping . 
Invoicing Are you getting your share? Ask your Traffic Department and your Sales 


Sight Drafts Department to learn how an 
Collections 


Stock Control On-the-Spot Stock in Crooks Terminal Warehouses will help you. 


Inventories 
C.O.D. 


A letter or phone call to Alfred J. Crooks, President, or Wallace W. Barr, Manager, will 
Freight Prepayments 


promptly bring you full details. 

vy | CROOKS TERMINAL WAREHOUSES, Inc. 

1104 Union Ave., Kansas City 1, Mo. © Telephone: Victor 2-2404 TWX-KC 423 
—— Warehouses in CHICAGO © KANSAS CITY © LOS ANGELES 
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on the need for better fixture light- 
ing. Radio and television have been 
covered, with material provided to 
commentators on home and women’s 
shows. Today, you can pick up any 
consumer magazine or look at a TV 
drama, and you'll see fixtures prom- 
inently displayed, whereas a few years 
ago they were largely ignored. 
Advertising: Bulb manufacturers, 
utilities, and other related groups 
have been stimulated by the institute 
to advertise in behalf of the entire in- 
dustry. Value of this advertising to 
the home fixture lighting industry has 


been estimated at millions of dollars. 

Showrooms: AHLI has encouraged 
better and modern showrooms, and 
has helped provide specific guide books 
for developing such showrooms. Scores 
of display areas have been modern- 
ized, resulting, sometimes, in greatly 
expanded lighting sales. 

Promotion: AHLI has provided 
professionally developed sales promo- 
tion programs and tools for distribu- 
tors, and has given information to 
manufacturers to help them derive 
maximum results from their own ef- 


forts. It has tied manufacturers in 


these facts: 


3. Probable dates 


A FREE SERVICE 


For Meeting and Exhibit Planners 


It's no longer a painful task to find just the right site for your large or 


small meeting, traveling show or special convention. Just write down 


1. Number of people to attend 


2. Number of days to run 


Preferred areas or cities 


Hotel and exhibit facilities you require 


All you have to do is to send these facts to Meeting-Site Service (a division of 
SALES MEETINGS' Research Department). Without charge, a check will be made 
on the availability of the facilities you seek and recommendations will be made. 
With the list of possible sites, you will receive color brochures to help you make a 


decision. For this free service, simply write: 


MEETING-SITE SERVICE 
Sales Meetings Magazine 
1212 Chestnut Street, Philadelphia 7, Pa. 


Another service: We'll be happy to recommend organizations qualified to assist you 
with any services or products you require in conjunction with your meeting or show. 


with the National Association of 
Home Builders, Home Improvement 
Council and many others, including 
the aforementioned Edison Electric 
Institute and Live Better Electrically 
program. 

Research: As probably the only 
source of up-to-date market informa- 
tion, AHLI has been conducting bi- 
monthly, semi-annual, and annual 
surveys of home fixture lighting 
manufacturer and distributor sales. 
These confidential surveys are ana- 
lyzed by the Institute’s staff, and 
the findings made available to 
the members. Surveys pertaining 
to market analysis are also con- 
ducted. AHLI research efforts are 
expanding rapidly and will soon en- 
compass correlative forecasting, sales 
deviational factors and other statisti- 
cal information. 


Dues Are Scaled To Volume 

Deep dig for dues? Not very. The 
dues schedule differs for lighting man- 
ufacturers, component parts markers 
and distributors. If a fixture manu- 
facturer has a sales volume of over 
$8 million, his annual dues are $8,- 
000, payable quarterly; if he makes 
only $2 million, he pays AHLI $3,- 
000. Component parts makers who 
sell $5 million or more per year pay 
dues of $1,500, and on down to $250 
for a million-dollar-a-year company. 
Distributors pay a straight dues fee 
of $50 annually. 

Where do we go from here? Re- 
sults of the first three years of “dy- 
namic market development” have been 
“impressive,” according to AHLI. 
However, “Much work remains to be 
done. The enormous potential mar- 
ket has hardly been touched, and yet 
those sales figures show a 44% rise 
in the industry.” 

Says Managing Director Cox: “If 
only 10% of the 46 million dwelling 
units with electric meters were 
brought up to AHLI’s Light for Liv- 
ing standards, a market would be cre- 
ated for approximately 69 million new 
fixtures, and extra dollars would flow 
to everybody in the industry. 

“The Medallion Homes program 
hopes to capture one out of every 10 
new houses. This will mean a market 
of approximately 1,500,000 new fix- 
tures, and this figure should rise an- 
nually as more homes qualify for the 
Medallion in years to come.” 

In five years AHLI hopes to raise 
the number of fixtures now specified 
in its standards. At that point, those 
builders who fail to provide adequate 
lighting will ‘most certainly find their 
homes harder to sell because competi- 
tive homes will have met or exceeded 
the Light for Living standards.” ® 
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No one ever 
wrote an 
order from 


a call 
he didn’t 


make! 


: 
oday S market calls for 


sure selling. Sales calls your 
salesmen might make... or should have made... or expect to make... don’t 


show up on a sales curve. Only proved sales calls lead to proved results! The same 
holds true for advertising media. And The Saturday Evening Post makes proved 
sales calls for your advertising page. 

Think of it! Your ad page in the Post, displaying the products you sell, makes 


more than 29 million contacts, proved face-to-face contacts with top prospects. 


Post-Influentials are a sales manager’s best friends — they not only buy, they sell 
by word of mouth to millions of others! 


Ask your advertising manager about the newest media yardstick developed 
by Alfred Politz — “Ad Page Exposure.” It’s the first measure that rates a me- 
dium’s worth as you’d rate a salesman’s — by proved results! 


Put proved Post selling power to work for you! 


The Saturday Evening 
POST 


Sell the POST INFLUENTIALS -they tell the others! 
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Can You Help the Problem Drinker? 


(continued from page 31!) 


s. [he real 


Mann s 


rson who suspect 


roest 
lggests 


nto alcoholisn 
vourselt a da 


ly 
I 


one nor 


not a 


beginning now. You 
~d the illowed quota ot 
ircumstances what 

1 


nerals, sudden 


r loss 


Can pa 
are 100 to 


Dassl 


ng t or 


tensions 
main pert 
Danish dr 


] 
tes a _ violent 


1 


smallest qua 
n effect 


support to sobriety when properly 
ised under medical direction. Vita 
min therapy, hormone extracts, and 
special diets are helpful in 
cases. 

Some patients may need intensive 
psychiatric treatment, but this is by 
no means universally 
many 


necessary. In 


cases, a general practitione! 


who understands alcoholism can con- 
duct all 


an 
needed. 


treatment that is 


A number of major companies have 
established alcoholic rehabilitation 
clinics within their own medical de- 
partments. Among the pioneers in 
this field are Du Pont, Esso’ Standard 
Oil, Allis- Chalmers, Consolidated 
Edison of New York, Electric Stor- 

re Battery, and the New England 
Electric Co. Successful rehabilita 
tion is reported in about two-thirds 
of the cases referred to these con 
pany clinics. 


Treatment Can't Be Imposed 


It must be emphasized that no 
clini and no doctor can suc essfully 
treat an alcoholic unless he wants to 
be treated. Unless the 
be brought to accept the diagnosis, 
the nature of his problem 


and oO cooperate 


alc oholic can 


recognize 
wholeheartedly 
the treatment, no power on earth ¢ 
make him well. 

Management has a vital role 
play in this matter of motivation. By 
making clear that you regard alco- 


holisn as i disease t be treated 


i 


“It’s no funnier than super markets selling socks or drug stores selling 
garden supplies.” 


LOUIS CASSELS 


Louis Cassels, an Aiken, S. C., 
product, is a slow man with the 
drawl but fast on the definitive 
word. He’s Washington feature 
editor for United Press Inter- 
national, has been with UPI 
since 1942, allowing time out for 
the war. The Air Force immedi- 
ately put him into communica- 
tions, kept him there throughout 
his service. Lou and his wife live 
in Bethesda, Md., a Washington 
Suburb, with their 10-year-old, 
Mike. His hobby is “mowing the 
lawn,” 


rather than a disgrace to be hidden, 
you can help the emplove overcome 
the deep sense of shame that keeps 
him from acknowledging his afflic- 
tion, even to himself. 
On the other hand, bi 
prompt and realistic 


insisting on 
treatment, you 
can help him overcome the alcoholic’s 
tremendous talent f rationalizing 
and discounting his difficulty until it 
has progressed to the skid-row stage. 

The wise manager will use both 
the carrot and the stick in dealing 
with an alcoholic employe. He will 
make it crystal clear, with no minc- 
ing of words, that the choice is up to 
the employe: He can recover, with 
the company’s s} help and 
understanding, and keep his job; or 
he can continue to kid himself about 
his drinking, and lose his job — and 
probably his family and his life as 
well. 


mpatheti 


idle threats 
to an alcoholic employe. Avoid the 
“one more time and you're out” 
warning until he has had a fair 
chance to respond to treatment. Many 
an alcoholic has suffered one or more 
“relapses” and has then gone on to 
make a complete recovery. 

But if an alcoholic employe refuses 


Above all, never make 
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to cooperate with treatment after 

reasonable length of time, you owe it 
to him and to the company to set a 
deadline—and stick to it. Authorities 
agree that “carrying an uncoopera 
tive alcoholic indefinitely is just 
in do fo1 


him, since it persuades him that all 


about the worst thing you < 


Warnings are empty, ind destroys his 
motivation for setting 


hard road to recovery 


While 


Can d 


modern medi 

wonders in getting an alco 
holi ver the acute phase of his ad 
diction 


quired to help him face, and adjust 


something more is often re 


! 
to, a lite of permanent sob ety. 
| ] 

Icoholics have 


t] 


ne re- 


Thousands of a 


this “something 


more in 
markable organization alled Alco 
holics Anonymous. 

AA now has 5,000 local groups in 
the United States, with a total men 
bership of about 200.000. Its. strik 

*ss in helping alcoholics re 


been attributed to many 


What AA Offers 


Some are impressed its emphasis 
t 24 


on stayl 
hours 


ak oholi 


prospect r permanent sobriety 


sober for the next 


approac h that enables 


face the often-terrifyii g 
at-a-time basis. Others say its 
is the understanding, non 
moral Zing fellowship of others who 
have walked through the dark valley 
ot alcoholism. 
Many, including the 
AA, have found 


perience 


founder of 


In it a religious ex 
which they had never been 
church, and which 
can only be described by the old- 
The fa 
which AA recon 


ecovery be 


able to find in any 
fashioned term, coriversion. 
mous “12 steps” 


mends as a program of 


“We admitted we 


ovel alcohol 


were powerless 
that our lives had be 
come unmanageable 
“We came to believe that a powe 
-atel than ourselves could restore 
us to sanity te 

“We made a decision to turn ou 
will and our lives over to the care of 
God as we understood him a 

AA has no religious creed o1 dog- 
ma. It does not ask any new membe1 
to embrace the ‘“‘faith” 


12 steps until he 


articles of the 
personally finds 
them acceptable—which many do not 

only requirement for AA 
membership is “an honest desire to 
stop drinking.”’ 

The most important fact that a 
prospective member needs to know 
about its formula for recovery is: It 
works. ® 
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SETTING A NEW HIGH in sales effort, Edward W. (Flagpole) Ross, 
climbs Chicago’s Walton Motors Building flagpole to deliver 60 pound 


Carrier portable to sweating squatter John Lynch 150 ft. above ground. 


New High in Sales Effort: 
An Air Conditioned Flagpole 


Add to the ranks of sales heroes 
men who would do anything for sales 

Edward W. (Flagpole 
whose Temperature Equipment Corp. 


is Chicago area distributor for prod 


Ross, 


ucts of Carrier Corp. in the air con 
ditioning, heating and -trigeration 
field. 
Ro iqued by the fez ‘arrier’ 
ss, piqued Dy the teat ot Carriers 
New York City office in air con 
ditioning a Times Square newsstand 
smallest air condi 


got a competitive 


the “world’s 
tioned structure’ 
idea when he learned that a flagpole- 
sitter named John Lynch was out to 
break the 72-day world’s record for 
endurance atop a flagstaff. 

Normally a man terrified of high 
places, Ross decided that if Lynch’s 
four-by-four platform had telephone 
and radio service, it could also have 
air conditioning. Checking with Lynch 

via telephone—he found the flag- 
pole-sitter concerned not only with 
heat but with the approach of hay 
fever season. Impressed by the pub- 


} 


licity potential of Lynch's two local 


radio broadcasts per hour, Ross 
quickly arranged the loan of one of 
the new Carrier portables 

Delivering the portable to the foot 
of the flagpole atop the six-story Wal- 
ton Motors Building on Michigan 
Ave., Ross found a battery of pho- 
te thoughtfully alerted by 
Lynch’s radio sponsor. Ignoring the 
pulley-hoist arrangement, they urged 
the 60-pound portable 
several rungs up the ladder leading 
to the flagpole platform. Each time 
he stopped, they urged ‘‘a few steps 
higher so we can get the right angle.” 

Eventually, Ross — acrophobia and 
all — found himself sharing Lynch’s 
platform, and plugged the portable 
into the electric outlet himself. 

Ross’ story had an unexpected post- 
script—a cold wave hit Chicago next 
day. But since the portable has a heat 
pump, Lynch was able to report on 
his radio broadcasts that the air con- 
ditioner was keeping him warm. @ 


raphers 


a 
5 


Ross to carry 


Oravisual easels 


Built and sold by the 
world’s only exclusive 
manufacturer of visual 
aids for the office and 
conference room. 

Write for free 


24 page Why & How Catalog 


ORAVISUAL CO., INC. 
Box 11150, St. Petersburg 33, Fla. 


SALES MEETING SUPERVISOR 


Mid-western manufacturer of auto- 
matic merchandising equipment has 
position available for a _ highly 
qualified person experienced in all 
phases of salesmanship, visual! aids, 
projectors and equipment. Capa- 
bility of effective expression, writ- 
ing sales presentations, and plan- 
ning and directing sales skits aiso 
important. Salary is open. Send 
complete resume and salary re- 
quirements to Box 9. 


BS Creative Printed Specialties 


Any size, shape, color, or adhesive... for 
any product, service, purpose, or surface. 
Free Design Service. Satisfaction fully 
guaranteed. Send for ‘New Ideas’ Kit. 


10-L East 49th, N.Y.C. I7 


MANAGEMENT OPPORTUNITY ON 
NATIONAL OR DISTRICT LEVEL 


sought by salesman with top national sales 
record in adding and bookkeeping machines 
Ability to teach-sell-promote—young enough 
to show how—old enough to know how—any 
industry acceptable. Box 4007 


Free toWRITERS 


seeking a book publisher 


Two fact-filled, illustrated brochures tell how 
te publish your book, get 40% royalties, nae 
tional] advertising, publicity and promotion. 
Free editorial appraisal. Write Dept. SM-s 


Exposition Press / 386 4th Ave, N.Y. 16 


COMING 
SEPTEMBER 10 
Sales Management's annual 
Business Gift issue is now being 
readied fer publication. This 
widely to gifts 
comes to you as part of your 


used guide 


regular subscription. It contains 
literally hundreds of ideas for 
gifts and awards, for Christmas 
and year-round giving to cus- 
tomers and employes. 

Its September 10 issue date 
allows plenty of time for gift 
selection, ordering and mailing 
in time for the Christmas holi- 
days. 

Watch for it! 
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SALES GAINS AND LOSSES 


Non-industrials are the record-breakers in this group of sales gain and loss 
reports. Colgate-Palmolive Co. shows first half sales of $265,446,000, over $10 
million more than a year ago. H. J. Heinz Co. had the highest sales in its history 
for the fiscal year ended April 30. (its ketchup sales alone are at an all-time 
high.) Last year’s $278,852,384 (also a record) was upped 5%. And Revlon, Inc., 
maker of cosmetics, toiletries and $64,000-winners, hit sales of $52,522,000 in 


the first half of 1958, a climb of 11.4% 


from 1957’s comparable figure. 


Figures are shown in milions of dollars. 


UP-39 


Company Period 1958 1957 
American Pipe & 
Construction 5 13.9 12.3 


Bogue Electric Mfg 


Cessna Aircraft Co 
Champion Paper and 
Fibre Co 
Colgate-Palmolive Co 
Consolidated Cement Corp 
Continental Can Co 


Douglas Aircraft Co., Inc 
Duro-Test Corp 


Fairmont Foods Co, 
Fisher Brothers Co. 


General Instrument Corp 

General Portland Cement 
Co 

Grand Union Co 


H, J. Heinz Co 
Hunt Foods and 
Industries, Inc. 


H. W. Lay Co 

Lehigh Portland Cement 
Co. 

P_ Lorillard Co 

Les Angeles Drug Co 


McKesson & Robbins, Inc 
Mead Corp. 
Midwest Piping Co., Inc 


National Gypsum Co 
National Starch Products 
National Tea Co 


Penn-Dixie Cement Corp 
Plough, Inc. 


Red Owl Stores, Inc 
Revion, Inc. 


Safeway Stores, Inc. 
Scott Paper Co. 

S. Morgan Smith Co. 
Southwest Lumber Mills 


John R. Thompson Co 
Topp Industries, Inc. 


United Can & Glass Co 
U. S. Vitamin Corp, 


F. W. Woolworth Co 


DOWN-47 


Allegheny Ludlum Steel 
Corp. 6 mo. 99.3 
Allied Chemical Corp. 3 mo. 166.4 


Company Period 1958 1957 


Beech Aircraft Corp. 9 mo. 74.1 75.7 
Container Corp. of America 3 me 63.0 63.9 
Corning Glass Works 6 mo. 70.7 74.1 
Cribben & Sexton Co. 6 mo. §.7 6.7 


Dayton Malleable tron 


Easton Mfg. Co 

Ekco Products Co 

Elastic Stop Nut Corp 
of America 

Endicott Johnson Corp 


Foote Bros. Gear & 
Machine 
Fuller Mfg. Co 


General Electric Co 

Gillette Co. 

Gladding, McBean & Co. 

B. F. Goodrich Co. 

Gould-National Batteries, 
Inc. 


Hamilton Mfg. Co. 


Industrial Rayon Corp 
International Shoe Co 


Johns-Manville Corp. 


Kaiser Steel Corp 
Koehring Co. 


Eli Lilly & Co. 


Masonite Corp 3 mo. 
McCord Co. 3 mo 
Monsanto Chemical Co. 6 mo. 
Moore-Handley Hardware 

Co. 


National Sugar Refining 

New York Air Brake Co. 

North American Aviation, 
Inc. 


H. K, Porter Co. 


Rockwell Mfg. Co. 
Rohm & Haas Co. 


Savage Arms Corp. 
Schick, Inc. 

St. Regis Paper Co. 
Sterling Precision Corp. 


Thompson Industries, Inc. 
Thompson Products, Inc. 
Timely Clothes, Inc. 


Underwood Corp. 


Wagner Electric Corp. 3 mo. x 23.7 
West Chemical Products, 

Inc. 6 mo. 10.1 
Woodall Industries, Inc. 9 mo. 25.0 


Youngstown Sheet and 
Tube Co. 3 mo. 124.2 179.3 
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Allied Van Lines, Inc. .......... 
Agency: McCann-Erickson, Inc 


American Telephone & Telegraph Company 
(Classified) ° 


Agency: Cunningham & Walsh, Inc 


Beech Aircraft Corp. 
Agency: Bruce B aes & Company 


Better Homes & Gardens ... = 
Agency: J. Walter Thompson Company 


Booth Michigan Newspapers ‘ wa 
Agency: The Fred M. Randall Company 


Chas. D. Briddell, Inc 
Agency: Vansant Dugdale & Company 


Buffalo Courier-Express . = 
Agency: Baldwin Bowers & Str ac chan 


Capital Airlines 
Agency: Kenyon & Eckhardt Inc 


Chicago Tribune . 
Agency: Foote Cone & Beld ng 


Consolidated Tool Company .... 
Agency: Willard G. Gregory & Compan y 


Copeland Displays, Inc. 
Agency: Victor A. Bennett Company Inc 


Crooks Termincl Warehouses, Inc. 
Agency: Torkel Gunde! & Associates 


Cubana Airlines . 
Agency: Harry W. Gr ‘aff Agency 


Dale Carnegie Publishers, Inc. 
Agency: Guy Davis Advertising 


Denver Chicago Trucking Company .. 
Agency: Galen E. Broyles Company 


Des Moines Register & Tribune 
Agency: W. B. Doner & Company, Advertising 


Detroit News . 
Agency: W. D Lyon Company 


Eastman Kodak Company .... 
Agency: J. Walter Thompson Company 


Eaton Paper Corp. 
Division) 
Agency: Anderson & Cair ns, Inc. 


(Nascon Products 


Ever Ready Label Company — 
Agency: Alan Goodman Advertisi ng” 


Exposition Press .. 
Agency: Loewy Stempel Adverti sing 


Farmer-Stockman ban “e 
Agency: Lowe Runkle ‘Company 


Good Housekeeping ... soalaeia 
Agency: Grey Advertis ng Agency ‘Inc 


Greensboro News-Record ... eo 
Agency: Henry J. Kaufman & Associates 


Greyvan Lines, inc. 
Agency: Robert Conahay Inc 


Grit Publishing Company 
Agency: Gray & Rogers 


Halo Sales Corp panes 
Agency: Evans McClure & Associates 


Jam Handy Organization eove 
Agency: Campbell-Ewald Company 


Hearst Magazines 
Agency: Lynn Baker 


Heating, Piping & Air Conditioning oa 
Agency: McLain & Associates Advertising 


Schuyler Hopper Company 


Houston Post .... 
Agency: Aylin Advertising. Agency 


Indianapolis Star & News 


— Caldwell, Larkin & Sidener-Van Riper, 


KHJ-Radio 
Agency: R. W. Webster Advertising 
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.2nd Cover 


ADVERTISERS’ INDEX 


This Index is provided as an additional service. 
The publisher does not assume any liability for 
errors of omissions. 


aes Monaaarnend 


ABVERTISING SALES 


VICE-PRESIDENT, SALES 
Randy Brown 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Vice-President, Sales 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 


Virginia New 


DIVISION SA 
MANAGER 


ES 


L 
Ss 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague, Howard 
Terry, Robert B. Hicks, Dan Callanan, 
John A. Spooner, 386 Fourth Ave., 
New York 16, N, Y, LExington 2-1760. 


Chicago—C. E. Lovejoy, Jr., West- 
ern Advertising Director; W. J. Car- 
michael, Western Sales Manager; 
Thomas S. Turner, John W. Pearce, 
333 N. Michigan Ave., Chicago |, 
\ll., STate 2-1266; Office Mgr., Vera 
Lindberg. 


Pacific Coast—Warwick S. Carpen- 
ter, 15 East de la Guerra, Santa Bar- 
bara, Calif.. WOodland 2-3612. 


Kleen-Stik Products, Inc, .. 
Agency: Burlingame- Grossman ‘Advertising 


Los Angeles Mirror-News 
Agency: Batten, Barton, Durstine & Osborn, Inc. 


McCall's Magazine 3rd Cover 


Agency: Donahue & Coe, Inc. 


McClatchy Newspapers 
Agency: J. Walter Thompson Company 


McGraw-Hill Publishing Company . 
Agency: Fuller & Smith & Ross, Inc 


Manpower, Inc. 
Agency: Fromstein & Levy Advertisi ing Age 


Midwest Farm Paper Unit .... 
Agency: Olmsted & Foley Inc 


Mill & Factory 
Agency: Schuyler Hopper Compan y 


Milwaukee Journal .. 
Agency: Klau-Van Pietersom Dur 


Newsweek 
Agency: Bryan Houston 


New York Times ... 
Agency: Norman W Waters 


New Yorker 
Agency: Anderson & Cairns 


Oravisual Company, inc. 


Orlando Sentinel Star .... 
Agency: Robert Hammond Adverti sing 


Outdoor Advertising, Inc. ......... 
Agency: Al Paul Lefton Company, Inc 


Philadelphia Bulletin .......... 
Agency: N. W. Ayer & Son, Inc 
Philadelphia Inquirer 


Agency: Al Paul Lefton Company, Inc 


Phoenix Republic & Gazette 
Agency: Advertising Associates 


Railway Express Agency ... 
Agency: Benton & Bowles, Inc 


Reply-O-Letter 
Agency: Howard A. Harkavy 


Sales Management 
Sales Meetings 
Santa Rosa Press-Democrat 


Saturday Evening Post .. 
Agency: Batten, Barton Durstine & Osborn 


Sheraton Corp. of America ... 
Agency: Batten, Barton, Durstine & O 


Successful Formin 


Agency: L. E. Mc ivena & Company 


Syracuse Newspapers 
Agency: The William T. Lane Company 


TV-Guide ... i 
Agency Gray ‘& Roger: s 


Thomas Publishing Company eee 
Agency: W. N. Hudson Advertising 


Time, Inc. 
Agency: Young & Rubicam, Inc 


Together Magazine 
Agency: Harry M. Sturges & Assoc 


Troy Record Newspapers . 


U, S. News & World Report .... ; 
Agency: MacManus, John & Adams, Inc 


WBT (Charlotte) 
— Kincaid-Chandlee Advertising Agency 


1A 
Agency: Brick Muller & Associates 


WHBF (Moline-Rock Island) 
Agency: Clem T. Hanson Company 


Wheaton Van Lines, Inc, 
Agency: Poorman, Butler & Associates 


Worcester Telegram-Gazette 
Agency: C. Jerry Spaulding Inc 


TODAY’S ADVERTISING 


Trends .« 
by Lawrence M. (Mike) Hughes 


Policies. People 


Sundown 


nave to sell. 
Stanton of CBS told a Congres 
the loss of one sponsored nighttime 
half-hour could put this net in the red. Another CBS man 
ly told Wall St. Journal: “lf a single evening half 
1 f 


” . ‘ ~ ’ ‘ 1 
insponsored for a year, this represents a loss 


y 


> 


$3 million. 
ourse, might make ou 
1-operated stations. 


roing to continue as networks they 


id fast—especially for the “prin 


ng hours. 

late I checked all three: 

1, CBS still was stuck with 9Y 
NBC with 11 half-hours, ABC 


ybably will have changed before 


advertisers continue cautious. 


etwork day several hours earlier, ABC 

s 15 hours more, daytime, each five 

these hours already have been taken 

by such adver ISers all through Y&R) as ( reneral Foods, 

American Home Products, Johnson & Johnson, Drackett 
Bristol-M ve ech-Nut Life Savers. f 

rate Closeup,” page 12. 

dominance of evening (usually 7 to 11 p.m.) 

ramatized by billings reports: For the first five 

year, IvBureau shows, gross time sales 

ree networks rose 13.3% to $239.3 million. 

lavtime expanded 9.3% from a year ago to $70.2 


1 


me climbed 15.1% to $169 million—or 


vith three or less stations, virtually 


the 500 TV stations now operating are “afhliated”’ 
more of the three networks. But of NBC’s 


example, only 57 are ‘“‘basic’’—as are 
which might carry CBS programs. 
eat regularly. If the networks can't 


feed from spot and local advertisers. 


Sponsors 
Meanwhile 


networks are finding some customers. 
renewers—and, praise be, not all 
shows will be westerns and contests. 
eared one generation on ‘“The Lone Ranger,” 
note that he'll be back on ABC, after 
26 years on air, to start a 10th on TV. The sponsors: 
General Mills, Cracker Jack and Smith Bros. 
the whackier contests will be “Brains and 
personification of each on both sides) which 
have originated in France but here will pro 
mote L&M and Oasis cigarettes on NBC. 


NBC also will have eight one-hour programs for the 


Bell System, nicely balanced between four for science 
and four devoted to music and dance. On CBS, Du Pont’s 
nine live 90-minute “Shows of the Month” will range 
from “Hamlet” to “Harvey” and from ‘The Count of 
Monte Cristo” to “The Little World of Don Camillo.” 


} 


Along with the networks, erudition may survive. 


Advertisers 
Cure: I wonder whether Miss Victoria M. Corcoran, 


Chicago, new president of Hadacol, has tried the stuff? 
\lso: has ex-president Dudley LeBlanc of Abbeville, La., 


? 


told Victoria how to build a $21 million sales volume: 
Instead of the Senator’s $6 million, Victoria sets out 
modestly with $250,000 for spot radio and TV in 11 
southern states. The New Super Hadacol is said to be a 


“Sscientifically-balanced vitamin-mineral preparation.” But 


the Cajuns I knew sho’ly liked its alcoholic properties. 

Clean: P&G, supporting Gleem (for people who can’t 
brush their teeth after every meal) tells a Committee 
that, on the average, we Americans now brush 3.58 times 
a week—though 18% don’t at all. But compared with an 
average of .67 times (or two-thirds of one-brushing) a 
week, in 1939, dentifrice advertising has really made a 
dent. 

Members: ANA adds 38 company members in first 
half to make a total 631. One major holdout is still 
Liggett & Myers Tobacco. 

P. 1: Mag. Ad. Bureau says that Bristol-Myers now 
has a page one “franchise” in 22 magazines. For 10 prod 
icts this year B-M is buying 500 full pages in 36 con 
sumer books. 

Linguist: At the U.S. pavilion at the Brussels Fair 
Schaefer needs five languages to say Amerikas altestes 
plus ancienne biere “lager” d’ Amerique. 


Lagerbier or La 


Media 


Hued: ROP color in newspapers for this year’s first 
% to 48 
million lines from a year back. May’s top users were 
Reynolds’ Winston cigarettes, Esso, Gulf, Shell and 
Phillips oil, Pepsi-Cola, S. O. (Ind.), 
toothpaste and Ford Motor. 


/ 


five months, reports R. Hoe & Co., rose 5. 


Lever’s Stripe 


Fast: N.Y.P.O. promises early first-morning delivery 
of intra-metropolitan first-class mail dropped before 5 
p.m... . With its Boeing 7-0-7 jets, come November, 
American Airlines hopes for next-morning first-class de 
livery from N.Y. to “entire West Coast.” Mean- 
while Curtis Circ. Co. finds that, on the average, third- 
class takes 14.6 days from Phila. to Seattle and 17.5 
days to Hollywood, Calif. 

Growth: City zone pop. of Farmington, N. M., reports 
Lincoln O'Brien of the Daily Times in that metropolis- 
on-the-make, is now 26,371—up 11,000 in 21 months. 
With work starting on the Navajo Dam, says LO’B, 
“Farmington will be over 30,000 by next July.” 

As you read these words, curiosity may be carrying 
me on vacation over the border from Mesa Verde, Colo., 


to see Farmington in the flesh. 


SALES MANAGEMENT 


IT’S A FACT: week after week, in store after store 
across the country, retailers are finding that 
MeCall’s Use-Tested Tag helps them close sales. 


That's because the Use-Tested Tag is designed, in a 
way that’s unique, to sell merchandise at the point 
of sale. Here’s how it works: 


® Each Use-Tested Tag contains a feature-by-fea- 
ture endorsement of a product, based on ex- 
haustive tests which duplicate typical home uses 
of the product by the homemaker. 


The tag is written in friendly, non-technical lan- 
guage that the consumer can quickly understand 
—tells her what the product will do for her in 
her home, instead of giving just a vague blanket 
endorsement. 


Each Use-Tested Tag has behind it the power- 
ful, impartial authority of McCall’s Magazine, 


which reaches more than 5,300,000 top prospect 
families every issue. 


Each Use-Tested Tag acts as a silent salesman 
when the retailer is not on the floor, and gives 


him potent and convincing salestalk material 
when he is. 


If you'd like to learn how to put th power of 


McCall’s Use-Tested program behind your prod- 
uct, write to McCall's, 230 Park Ave., New York 
17, N. Y. — or see your McCall's representative. 


VieCalls 


The magazine of Togetherness, 


reaching more than 5,300,000 families 


CHICAGO 
TRIBUNE 


$4,622,587 


...the Chicago Tribune has 
the sales-winning hand 


Blue chip advertisers of grocery products (those 
spending $5,000 or more) spent more than $9,000,000 
in all Chicago newspapers last year 

hey invested over $4,600,000 in the Chicago 
fribune-—-more than in all other Chicago papers 
combined. 

Why? That’s easy to answer. The Tribt sells 


mor 
LiOI 


to be big in Chicago, 
be big in the Tribune! 


the complete picture of who spent 
grocery advertising in Chi- 
igo last vear, call or write a Tribune 
representative for a copy of the 32 


page ANNUAL BLUE CHIP 
REPOR1 


+ f 
LOI 


‘gis 
- 


Paper pnewnani/’ 
"gs" . i 4% 
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2,306,565 F> 54 997, 05? 


